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There are four needs sets that should be met in order to persuade customers in NSW to walk more often and/or further
1. Connectivity and flow of footpaths to public transport and centres
2. Pedestrian safety and personal security
3. Health and well being benefits

4. Supporting facilities including complete shade or rain coverage on key routes and at interchanges

* Customers identify that both infrastructure and non infrastructure initiatives are important for persuading them to walk
more and/or further

e There is a large group of customers who state they could walk more

e For this group, promoting the physical health benefits of walking, improving connectivity and directness of routes, improving
pedestrian safety and personal security and providing complete shade or rain coverage on key routes and around public transport
interchanges are most important for persuading them to walk more and/or further

* Overall satisfaction with walking is significantly higher than most other transport modes. Satisfaction tends to be lower
when walking part of the way to work than when walking the whole way to work or for other types of purposes

e Although satisfaction with attributes varies by trip purpose, customers tend to be dissatisfied the most with the adequacy of shelter
and protection from weather conditions and amenities and facilities during and at the end of the trip

e Physical health benefits is the most important reason for choosing to walk for all customers

* There is an opportunity to bring together stakeholders from across NSW to accelerate delivery of initiatives based on
priority and ownership to drive increases to mode share for walking

Source: Transport for NSW, Walking CVP Research, June 2013
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The Walking CVP research sets out to inform the walking mode strategy
and the initiatives to be rolled out from it

To achieve an increase in mode share to 25% (from 22.5%) in the Greater Sydney region for local (5km) and district (10km) trips (on an average day) by 2016

(NSW 2021)

Research inputs

Research outputs

Research outcomes

Quantitative research through an online
survey with customers who walk for
other trip purposes and/or for part or all
of their trip to work (n=1,203)

Qualitative research through focus
groups with those who walk for part or all
of their trip to work and/or for other trip
purposes

Review of existing literature: Analysis of
existing walking research undertaken
both domestically and internationally

Journey mapping of key experience
attributes across the end to end walking
journey

Journey Maps

To identify and communicate important
attributes across the customer journey

Importance &
Satisfaction

To analyse the importance and
satisfaction of attributes

Better decision-making on investment
priorities

Moments of | To analyse those attributes that have the
Truth biggest impact of customer experience +
To identify those initiatives that would
Initiatives have the biggest and least impact on T I S
. Viore effective programs and projects
customer experience . o
that will increase walking in NSW
Customer To define the product features that
Value resonate the most with customers’ core

Propositions

needs sets

Segmentation

To group customers based on the best
predictors of customer needs sets

+

Mode Usage

To identify how needs change based on
frequency and duration

Source: Transport for NSW, Walking CVP Research, June 2013

Provide guidance on information and
promotion requirements, effective
messaging and channels for travel

behaviour change
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he physical health benefits
table market to walk more

o
73 A) of survey respondents could walk more

What purposes
could survey
respondents walk
more for?

10% could walk to work
(whole way or as part off
a linked trip)

12% to travel to/from
school/ University
(incl. dropping off and

picking up)

25% for shopping, socialising

or recreation and/or running
errands

| 60% could reasonably walk for more purposes than they currently walk for I

21% Other*

How are they
differentiated?

What purposes
could survey
respondents walk
more often for?

How are they
differentiated?

A significantly higher proportion of these respondents are in the working metro movers
(19%) and regional working parents (18%) segments compared to the rest

40% could walk for their current most frequent trip purpose more

often

10% could walk the whole
way to work more often

18% could walk for shopping, socialising or
recreation and/or running errands more
often

4%
Other*

Significantly higher proportion of respondents are aligned to the

health and well being be

nefits needs set (27%) compared to others

27% of survey respondents are unlikely to

walk more

4% of survey

23%** of survey respondents respondents
could not reasonably walk for have a
more purposes or for their registered

disability that
affects their
walking

most frequent purpose more
often

Those who could not walk more are significantly more
likely to be in the active older people segment (39%) or
the working older people segment (8%) compared to
those who could walk more

public transport

infrastructure

transport interchanges

What initiatives are most important for persuading the contestable market

to walk more often/further?

Programs that promote the physical health benefits of walking
Improving connectivity through more direct routes and short cuts and improving the
connections of footpaths to each other, places of interest and to more easily access

Improving pedestrian safety and personal security through greater enforcement and

Providing complete shade or rain coverage on key routes and around public

Distance considerations

* Previous research suggests that
customers tend to walk an average of
800m per trip

* This survey shows that of those
respondents who could walk more
often for the same trip purpose, 40%
usually walk 1km or less, 31% walk 1-
2km, 17% walk 2-3km and 12% walk
more than 3km

*Note: Other includes accessing Government services, accessing health care and accessing social care services. These have been excluded from analysis as trips are most commonly taken for this purpose once per month and therefore has limited
impact on mode share. In the case of walking for more purposes, participants were allowed to select multiple purposes they could walk for that they currently don’t (QA8) and therefore the result sums to greater than 60%

**Note: 23% of survey respondents stated they could not walk for more purposes than they currently do and/or currently walk the maximum amount for their most frequent trip purpose. It was assumed that for other purposes that they currently
walk for (except their most frequent) that they are already walking at maximum capacity and therefore cannot walk more often for these purposes

Source: Transport for NSW Walking CVP Research, June 2013
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Pedestrian safety
and personal security

Supporting
facilities

Connectivity and flow

“l value a direct route and
reduced delays”

“l value comfort while
walking supported by

“l value my safety and
security through

“l value the physical
health and emotional

adequate facilities and
amenities”

21% of respondents

28% of respondents

Source: Transport for NSW, Walking CVP Research, June 2013

infrastructure improvements
and the safe behaviour of
other road users”

28% of respondents

well being benefits |
get from walking”

23% of respondents
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21% of

respondents

28% of

respondents

respondents

Pedestrian safety
and personal security

Connectivity and
flow

Supporting
facilities

DRAFT

23% of

respondents

Initiatives that are most important for persuading more customers to walk more often/further

¢ Increased enforcement of road
rules

¢ Complete shade or rain ¢ More direct routes

coverage at interchanges ¢ Better connected footpaths to
PT * More pedestrian safety

infrastructure

¢ More facilities during trip

¢ More facilities at ¢ Improved connectivity

interchanges ¢ Reduced speed in busy areas

* More comprehensive ¢ Longer pedestrian signal phases

slgnage ¢ Programs that improve personal

safety and security

¢ Promotion of physical
health benefits

* Projects to promote
mental and social benefits

¢ School based programs for
parents/children

e Campaigns on benefits of
walking

Best predictors of customer needs

e Age (less likely 16-29)

¢ Employment status (more likely
employed full time/student)

.. ®* Household income (more likely T -

over 70K)

¢ Employment status (not
currently working or retired)
* Age (more likely to be 60+) ®

* Region (more likely Sydney
SD)

* Most frequently walked o
trip purpose (most likely to -
walk to work)

Source: Transport for NSW, Walking CVP Research, June 2013

* Age (more likely 50+)
* Region (more likely Non-
Sydney SD)

. * Employment status (more

likely retired)

/
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A meaningful and actionable segmentation framework has been identified, based on those variables that best explain differences between
customer needs. The figure below outlines these six segments based on age, region, most frequent trip purpose and other factors which are good

predictors of needs.

How old are you? Where do you live?

Over 50
Other NSW?2

Under 50
Sydney SD!

Other NSW? Sydney SD?

Travelling to/from . Working regional .
work Working metro movers parents Working older people
S
% T (walk m;h;le ;n./aky Zr 16% 15% 5%
1S as part of a linke - -
3 § p o (n=303) (n=170) (n=155)
25 rip
S &
34 Younger metro movers Active older people
s g Other transport trip
S 22% 29%
s = purposes
5 S (n=128) (n=333)
w
Physical activity Healthy enthusiasts
with no transport 13%
purpose (n=114)

1Sydney SD includes Inner Sydney, Parramatta, Penrith, Other Sydney
20ther NSW includes: Illawarra, Central Coast, Newcastle, Central West and Far West, Lower lllawarra, Southern, Murray-Murrumbidgee, Mid North Coast, New England and Northern Rivers Regions

Source: Transport for NSW, Walking CVP Research, June 2013
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Working older people (5%)

We are aged 50 years and over, live with our
partners and have no dependent children. We
walk to/from work frequently and have
positive attitudes towards walking. We use
cars less and rather use a bus/coach as a
mode of transport. We value convenience,
personal safety and security, physical health
and social/emotional well being benefits of
walking. We would be persuaded to walk
more often/further through improvements to
pedestrian safety and personal security,

connectivity, flow and supporting facilities

Working regional parents (15%) ﬁ

=

We live in a separated/detached house and have 4
off-street parking. We tend to be females
employed on a casual basis who do not have
tertiary qualifications. We walk for the purposes
of shopping, running errands and
socialising/recreation. Physical health and
social/emotional wellbeing, comfort and journey
ambience of walking are important to us. We
are the least satisfied group and would be
persuaded to walk more through improvements
to pedestrian safety, personal security,
connectivity and flow

DRAFT

=
=
Working metro movers (16%)
We live in Sydney SD and walk to/from work.
More of us are aged 25-39 with no dependent
children. We are well educated and considered
to be transport leaders by our friends / family.
While the majority speak English at home, a
significantly higher proportion speak other
languages at home such as Cantonese or
Mandarin compared to other segments. We do
not own a car and more of us walk the whole
way to work. We tend to value cost savings from
walking and would be persuaded to walk more
through improved connectivity and flow

Other NSW regions?

o

Active older people (29%)' \

We live in Sydney metro and regional NSW and tend
to walk for the purposes of shopping, running
errands and socialising/recreation. We are 65+ and
usually walk in the middle of the day for trips of 15
mins or less. We support speed reduction in busy
areas and are not great risk takers. We dislike
sharing paths with other mode users and value
journey ambience, convenience and pedestrian
safety. Improvements to safety and security and
promotion of the health and social/emotional
wellbeing benefits of walking are most influential in

Healthy enthusiasts (13%) \ 7¢f

We live in regional NSW, are 50+ and female. We
generally walk for physical activity in the early
evening. We are satisfied with the walking
experience and are willing to walk long distances.
We highly value the physical health and
social/emotional well being benefits, personal
safety and security. We are the most satisfied
group and would be persuaded to walk more
often/further if there were improvements in
pedestrian safety and personal security and
through the promotion of the physical health and
social/emotional well being benefits of walking

persuading us to walk more often/further

Sydney
SD!?

Younger metro movers (21%)

We live in Sydney SD, are more of us are aged
16-24 years old compared to other segments.
We tend to be single males and risk takers. We
are employed full-time and walk to/from work
or are full-time students walking to/from
university and running errands. Improvements to
connectivity and flow, pedestrian safety and
personal security are most influential in
persuading us to walk more often/further

Source: Transport for NSW, Walking CVP Research, June 2013

1Sydney SD includes Inner Sydney, Parramatta, Penrith, Other Sydney
20ther NSW includes: Illawarra, Central Coast, Newcastle, Central West and Far West, Lower lllawarra, Southern, Murray-Murrumbidgee, Mid North Coast, New England and Northern Rivers Regions
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@ Walk only for purposes other than @
walking to work

Respondents 73% of respondents indicated that they
have walked for purposes other than
walking to work

Distance Median distance they currently walk is 1-
2kms but they feel they could walk for 2-3
kms

Time Median time they currently walk for is 15-
20mins but they feel they could walk for
25-30mins

Drivers / Top three most important reasons for

barriers choosing to walk :

¢ | gain physical health benefits

¢ |t is good for my emotional wellbeing and
it helps me unwind

¢ Walking offers me more flexibility and
independence than any other transport
mode

Note: Respondents were asked about their most frequent trip purpose:
® Walk for purposes other than walking to work (n=629)

® Walk as part of a linked trip to work (n=304)

® Walk the whole way to work (n=270)

Note: n=1,203

Source: Transport for NSW, Walking CVP Research, June 2013

27% of respondents indicated that they
have walked as part of a linked trip to work
(may also have walked for other purposes)

Median distance they currently walk is
<1km but they feel they could walk for 1-
2kms

Median time they currently walk for is 5-
10mins but feel they could walk for 15-
20mins

Top three most important reasons for
o

L.
L1

e

osing to walk :

It is the only way to access my public
transport journey

* | gain physical health benefits

* Cost savings

DRAFT

16% of respondents indicated that they
have walked the whole way to work (may
also have walked for other purposes)

Median distance they currently walk is 1-
2kms but they feel they could walk for 2-3
kms

Median time they currently walk for is 15-
20mins but they feel they could walk for
25-30mins

Top three most important reasons for

choosing to walk :

* | gain physical health benefits

* Cost savings

* It is good for my emotional wellbeing and
it helps me unwind

For those who do not walk for all or part of their trip to work, the top three reasons for

choosing not to walk for this purpose are:
* ltis a long distance

* The terrain (e.g. too hilly, too bumpy etc)

¢ | am not motivated to walk (i.e. too much effort)

@ Walk the whole way to work

10
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Attribute categories as defined by the NSW population

GOVERNMENT

Safety
(behavior)

Safety
(infrastructure)

Personal
safety and
security

Convenience
due to time

Convenience

due to ease of
access and
connectivity

Trip

Information

Physical,
social and

emotional
wellbeing

Journey
ambience and
environment

Comfort
through
support
facilities

Financial
considerations

v

v

v

v

v

Source: Transport for NSW, Walking CVP Research, June 2013

Road users Quality of C i f Appropriate
behaving safely v Feeling safe s onvenience o Appropriate Physical health pprop Protection Transport cost
pedestrian Trip distance connecting to X " weather .
around and secure signage benefits s from weather savings
. space PT conditions
pedestrians
Structures to Adequate L Easyaceessie Adequat.e trip Emotional Adeql,@te
L Trip time work planning : Pleasant route amenities
support safety street lighting L . ; wellbeing N i
education etc information during trip
Safetyin More u UI Cleanliness of Adequate
. Clear line of ) Direct access to Time spent footpaths, facilities that
pedestrian . convenient X
sight services alone streets and support
space mode . -
public spaces mobility
Capacity of Avoiding . Time spent End of trip
footpath parking Connectivity with others facilities
More
consistent Available route Environmental
mode journey options benefits
time
u Moment of
. L o Truth (high importance
Waiting time at Interchange Interéchtmg egend: and correlation to
traffic signals accessibility wit . satisfaction)
community

11
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Overall satisfaction with walking (QD1) compared to other modes of transport

N % Dissatisfied (1-4 out of 10) s % Neutral (5-6 out of 10) N % Satisfied (7-10 out of 10) =g A\verage satisfaction score
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c
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w0 Q.
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c
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Transport modes

Source: Transport for NSW, Walking CVP Research, June 2013
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% of respondents that are satisfied and dissatisfied with attributes of their walking journey (QD4)
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2
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A larger percentage of respondents are
satisfied with attributes relating to
physical health and social/emotional
well being, time and cost savings

More consistent mode journey time

Note: n = from 385 to 643

% Dissatisfied (1-4 out of 10)  messssssm % Neutral (5-6 out of 10)  mEmmmmmmm % Satisfied (7-10 out of 10)

Transport cost savings

Capacity on footpath

Connectivity

Feeling safe and secure

Clear line of sight

Appropriate weather conditions

Convenience of connecting to PT

Pleasant route

Environmental benefits

More convenient mode

Easy access to work, education etc

Time spent with others

Available route options

Safety in pedestrian space

Waiting time at traffic signals
Cleanliness of footpaths, streets and...

Interchange accessibility

Appropriate signage

Respondents have greatest satisfaction with the attribute categories of (1)
physical health and social/emotional well being and (2) convenience due to
time. Satisfaction is lowest for the attribute category comfort through
support facilities which includes trip facilities and weather conditions

Source: Transport for NSW, Walking CVP Research, June 2013
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A larger percentage of respondents are

dissatisfied with attributes relating to availability
and adequacy of support facilities during the trip

and at the end of the trip

Average Satisfaction Score

9
8

v o

N w Y
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al*ﬁ!; There is a significant opportunity to bring together stakeholders from
\Y)/ Transport across NSW to accelerate the delivery of initiatives based on priority and
NSW | for NSW ownership

ILLUSTRATIVE ONLY

- e m R responSibIe (R)’ meal) (A)’ e (C) "
informed (1)

Ranked initiatives in order of % Share of ?_:“ o3 3 " Currently Local Other Other
share of importance importance 2 o 2 g & s 5 4% funded (Y) or councils State stakehold
i g % 5 § B "é 2 not (N) Govern-
o B i S S = ment
o [=] D C O £
5} = 0 8 ?3, L s © Departme
s | E7|E s
1 More direct routes 6.4% 4 A R R C |
Programs that improve personal o v v v
2 . 5.6%
safety and security
3 More pedestrian safety 5.29% v
infrastructure
4 Better connected footpaths to PT 4.8% 4 Example of initiative ‘more
direct routes’ provided for
5 Improved connections of footpaths 4.4% . . P
illustrative purposes only
6 Promotion of health benefits 4.2%
7 Increased enforcement of road rules 4.1%
8 Complete shade or rain coverage 3.9% 4
9 Reduced speed in busy areas 3.7%
10 More responsible sharing of paths 3.6%
11 More pleasant routes 3.6% 4
12 More comprehensive sighage 3.6% 4 v
13 Separated street space/lanes 3.5% 4 4
14 Longer pedestrian signal phases 3.3% 4
15 Improved quality of footpaths 3.3% 4 4

Responsible (who is responsible for actually doing it?); Accountable (who has authority to approve or disapprove it?); Consulted (who has needed input about the task?); Informed (who needs to be kept informed?)

Source: Transport for NSW, Walking CVP Research, June 2013 14
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al*ﬁ!; There is a significant opportunity to bring together stakeholders from
..51 Transport across NSW to accelerate the delivery of initiatives based on priority and
NSW | for NsW ownership (cont.)

ILLUSTRATIVE ONLY

- Effort to deliver Initiative type m Stakeholders responsible (R), accountable (A), consulted (C) and
informed (1)

Ranked initiatives in order of % Share of g’ [~} 3 " Currently Local Other Other
share of importance importance 2 ] = g & s 5 4% funded (Y) or councils State stakehold
= g % 5 2 = g not (N) Govern- ers
g
s |2 | | gE|Ec| st ment
o = g g8 "g 8 g Departme
S = = nts

16 Promote mental and social benefits 3.2% v 4

17 More during trip facilities 3.2%

18 School bas?d programs for 3.0% v

parents/children

19 Pedestrianisation of streets 2.9% v

20 Safety from left turning vehicles 2.8% v v

21 Campaigns on benefits of walking 2.8% v

22 Better trip planning info 2.8% v

23 More amenities at PT interchanges 2.6%

24 Directional flow lanes 2.5% 4

25 Encouragement of social benefits 2.5% 4

26 Financial incentives 2.0% 4

27 Congestion charges 1.9% 4

28 Walking apps/website 1.7%

29 More walking events 1.5% v 4

30 More end of trip facilities 1.3% v

Responsible (who is responsible for actually doing it?); Accountable (who has authority to approve or disapprove it?); Consulted (who has needed input about the task?); Informed (who needs to be kept informed?)

Source: Transport for NSW, Walking CVP Research, June 2013 15



Transport
for NSW

Why was the research conducted?

1. Overview of research




1!.9__’5 Transport

Qﬂ” for NSW

DRAFT

The Walking CVP research will provide a basis for the walking mode strategy and
the initiatives to be rolled out from it

Research Objective: To identify important attributes and influential initiatives to persuade more people to walk more often/further and for

different purposes in urban and regional NSW centres

Understand what influences
current walking behaviour

Understand drivers of and
barriers to walking in NSW

Understand importance and
satisfaction with attributes of
the walking journey
experience

Understand the initiatives that
would persuade customers to
walk more and/or further

Understand how the market is
segmented and the best
predictors of initiatives that will
persuade participants to walk
more often/further

¢ Frequency and purpose of
travel

¢ Usual distance travelled
and maximum distance

¢ Whether connect to
another mode of
transport or not

* Knowledge of road rules

Benefits of walking
Attitudes towards walking

Drivers of walking more
often/ for more short
trips/ for longer
distances, specifically for:
¢ People who walk for
purposes other than
walking to work
¢ People who walk as part of
a linked trip to/from work
¢ People who walk the whole
way to/from work

e Areas of greatest
satisfaction /
dissatisfaction for walking
journey attributes

¢ Aspects of most
importance for most
frequent trip purpose

* Most / least important
initiatives to increase
mode share

¢ Common sets of needs

¢ Preferred channels to
receive information /
promotion

* Awareness of
organisations responsible
for walking initiatives in
NSW

¢ ldentify the predictors of
sets of needs

* Develop a meaningful and
actionable segmentation
framework based sets of
needs

The research will inform initiatives to achieve an increase in mode share to 25% (from 22.5%) in the Sydney metro region for local (5km) and district (10km)

trips by 2016 (NSW 2021 — the State Plan)

Source: Transport for NSW, Walking CVP Research, June 2013

17
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The report is structured around insights from each of these four components
Transport

Qﬂq for NSW

Walking CVP research components Sample output

Quantitative insights

Section
2-7
Page 19-65

Quantitative Quantitative research through an online survey with -
Research customers who walk for part or all of their trip to work I"I. .l._ =21
and/or for other trip purposes (n=1,203) | “h

Qualitative report

Qualitative research through three focus groups and in depth
(oIIEIN LA interviews with people who walk for purposes other than walking
Research to work, who walk as part of a linked trip to/from work and who
walk the whole way to/from work

Appendix
Page 8-12

Review of
Existing
Literature

researc

Appendix
Page 1-7

Journey maps

Journey Journey mapping ey attri
Map walking journey experience

Section 4-6
Page 41

Source: Transport for NSW, Walking CVP Research, June 2013 18
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What influences walking travel behaviour in NSW?

2. Drivers and barriers

Understanding the characteristics that influence
travel behaviour identifying drivers and barriers
towards walking in NSW for different purposes
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@ Walk most frequently for purposes other
than trips to work

73% of respondents indicated that they
have walked for purposes other than
walking to work (may also have walked for
other purposes)

Respondents

Distance Median distance they currently walk is 1-
2kms but they feel they could walk for 2-

3kms

Time Median time they currently walk for is 15-
20mins but they feel they could walk for
25-30mins

Drivers /I Topt three most IIIIPUI tant reasons for
barriers choosing to walk :
¢ | gain physical health benefits
¢ It is good for my emotional wellbeing and
it helps me unwind
¢ Walking offers me more flexibility and
independence than any other transport
mode

Note: Respondents were asked about their most frequent trip purpose:
® Walk for purposes other than walking to work (n=629)

® wWalk as part of a linked trip to work (n=304)

® Walk the whole way to work (n=270)

Note: n=1,203

Source: Transport for NSW, Walking CVP Research, June 2013
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27% of respondents indicated that they
have walked as part of a linked trip to work
(may also have walked for other purposes)

Median distance they currently walk is
<1km but they feel they could walk for 1-
2kms

Median time they currently walk for is 5-
10mins but feel they could walk for 15-
20mins

Ap I.IIICC IIIUDI. IIIIPUI l.allt rcasvin fUI
choosing to walk :
* |t is the only way to access my public
transport journey
* | gain physical health benefits
* Cost savings

linked trip to/from w
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@ Walk the whole way to work

16% of respondents indicated that they
have walked the whole way to work (may
also have walked for other purposes)

Median distance they currently walk is 1-
2kms but they feel they could walk for 2-3
kms

Median time they currently walk for is 15-
20mins but they feel they could walk for
25-30mins

Ap I.IIICC IIIUDI. IIIIPUI l.allt rcasviIn fUI
choosing to walk :
* | gain physical health benefits
* Cost savings

* It is good for my emotional wellbeing and

it helps me unwind

For those who do not walk for all or part of their trip to work, the top three reasons for

choosing not to walk for this purpose are:
e Itis a long distance

 The terrain (e.g. too hilly, too bumpy etc)

¢ | am not motivated to walk (i.e. too much effort)
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usasssacty _‘nrg’; INSIGHT: Running errands, shopping, physical activity, socialising and recreation

Qﬂq for NSW  month

Transport are the most common purposes that customers have walked for in the last

Travel behaviour of all respondents in the last month

80% -
70% -
60% -
50% -
40%
30% -
20% | 16%

7%
10% -
0% -

27%

% of respondents

13%

Getting to or from your usual place
of work (where you walk the
whole trip)

Getting to or from your usual place
of work (where you walk part of
the trip and also use other
transport)

Accessing government services

73%

60%

Getting to or from school/
university/ training/ lessons
Running errands

Shopping

Socialising or recreation

Accompanying children to or from

B Purposes respondents have walked for in the last month

B Purpose respondents walked for most frequently in the last month

54%

Physical activity
Other

Accessing healthcare

school
Accessing social care services

Getting to or from usual place of work
(walk the whole way)

16% of the survey sample state that they
walked at least once for this purpose in the last
month with 7% stating this is their most
frequent travel purpose. Respondents who walk
for this purpose are further profiled below

Getting to or from usual place of work
(walk as part of a linked trip)

27% of the survey sample state that they walked for
this purpose in the last month with 13% stating this
to be their most frequent travel purpose (third
highest overall). Respondents who walk for this
purpose are further profiled below

Walk for purposes other than walking to work

The majority of the survey sample have travelled for other
transport purposes in the last month with the most common trip
purposes including shopping (most frequent purpose for 24%) and
running errands (most frequent purpose for 14%). Respondents
who walk for these purposes and who do not walk for all or part of
their trip to/from work are further profiled below

Top four purposes that respondents travelled most frequently for in the last month

Note: n=1,203

Source: Transport for NSW, Walking CVP Research, June 2013

21

(%]
s
Q
=
-
©
o)
©
c
©
(%]
s
()]
2
-
(@]




f  Other [
Hpurposes thanfy

f walk to work

Walk only trip
to work

Transport

NSW for NSW

GOVERNMENT

DRAFT

Profile of those who most frequently walk for purposes other than walking to work

More than three quarters of
respondents walked for
purposes other than trips to
work in the last month. The
most common purposes include:

73% of the survey sample
walked for the purpose of
shopping in the last
month

60% of the survey sample
walked for the purpose of
running errands in the
last month

54% of the survey sample
walked for the purpose of
physical activity with no
transport purpose in the
last month

46% of the survey sample

walked for the purpose of

socialising or recreation
in the last month

Who most frequently walks for purposes
other than trips to work?

When, where, how far and for how long do people
usually walk for purposes other than walking to work?

* Age: A higher proportion are 60 years of age or
older compared to other groups (33%)

¢ Gender: Equal split of men to women

* Region: A higher proportion live outside Sydney
SD (44%) with 13% living in the Mid North Coast,
New England and Northern Rivers regions

* Education: Significantly higher proportion have
lower levels of education (31% have secondary
school or lower level of education)

* Employment status: Significantly higher
proportion are retired (28%) or performing
fulltime home duties (7%)

* Income: 24% have yearly household incomes
less than $30k per year

¢ Children: 80% do not have dependent children

¢ Car ownership: Likely to own a car (85%) and in
general, do not believe that street space should
be increased for walking at the cost of road
space for cars

* Walking for other trip purposes includes participants who most
frequently walk for shopping purposes (22% of total survey
population), running errands (13%), physical activity with no
transport purpose (13%) and socialising and recreation (10%)

Travel every couple of days (48%) on weekdays only (42%) or both
weekdays and weekends and start their trip in the late morning
(10am -12pm) (31%) and finish around lunch time or the late
afternoon (12pm-5pm) (37%)

The majority walk both on the way there and the way back (88.4%)

For the purposes of running errands or shopping, respondents tend
to connect to the bus (28%), train (26%) or the car (66%).
Respondents on average identify they walk the whole way for 45.2%
of trips taken across other purposes

68.8% walk 2km or less and on their way to their destination with a
median walking distance between 1-2km. They could walk 2-3km
(median) for this purpose and this increases to 5-10km amongst
those who walk for physical activity

Median time walked is 15-20 minutes when they are on their way to
their destination

18% of those who walk for other trip purposes most frequently walk
for physical activity with no transport purpose. Of these, 62%
generally walk for 30 minutes or longer and 85% state that they feel
that could reasonably walk 45 minutes or longer for this purpose

¢ 57.3% state they walk at a moderate pace and 24% at a fast pace

Note: n =629

Source: Transport for NSW, Walking CVP Research, June 2013
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Profile of those who most frequently for physical activity with no transport purpose

54% of the survey sample walked for the purpose of physical activity with no transport purpose in the last month

13% of the total survey sample walk most frequently for physical activity with no transport purpose. This accounts for 18% of those who walk for

Who most frequently walks for physical activity with no transport

purpose?

other trip purposes

When, where, how far and for how long do people
usually walk for physical activity with no transport purpose?

¢ Age: Span all age groups with the majority aged 30-49 (63%)
* Gender: Slightly higher number are female (57%) compared to male (43%)
* Region: Span all regions (37% in Sydney SD, 25% in lllawarra, Newcastle &

Central Coast) however combpared to other trin purnoses a sionificantly hicher
Central Coast) however compared to other trip purposes a significantly higher
proportion live in other NSW regions (38%)

* Education: 41% have completed a University and/or Postgraduate degree

* Employment status: 40% are employed full time or part time, 27% are retired
and 11% are performing full time home duties

* Income: Span all income levels with 72% recording under $110k per annum in
total household income

* Car ownership: Likely to own a car (87%) and in general, believe that getting
more people walking is a great way to improve the health of the population and
save costs (89%)

¢ Travelling with others: Slightly more agree that they prefer to walk by
themselves (42%) than to walk with other people (31%)

* Majority travel every couple of days (48%) or every day on both
weekdays and weekends (63%)

* 86% start their trip from home and in the morning (before 12pm)

(57%) or in the afternoon / earlv evening (39% hetween 2-7nm)
\=77%) orin the atternoon / early evening (32% nZ2-/pm)

ClvweC

* 81% usually walk between 1-5km with the majority (68%) stating they
feel they could reasonably walk 4km or further for this trip purpose

* 62% generally walk for 30 minutes or longer and 85% state that they
feel that could reasonably walk 45 minutes or longer for this purpose

* 47% identify that there is some variation (trip time varies by up to 15
minutes on different days) when walking for physical activity while 43%
identify there to be little variation (no more than a few minutes on
different days)

e Majority (65%) consider they walk at a medium pace

Note:n=114

Source: Transport for NSW, Walking CVP Research, June 2013

23

(%]
s
(]
=
-
©
o)
©
c
©
(%]
s
()]
2
-
(@]




B Other .
Hpurposes thanfy
f walk to work

Walk only trip
to work

DRAFT

INSIGHT: Key drivers for walking for purposes other than trip to work include
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Reasons for choosing to walk for purposes other than walking to work

74%

Notable differences:

B % selected as reason when multiple allowed

% selected as most important reason

Results are consistent with existing literature
in which the most frequently mentioned
drivers include health benefits and providing

74% of those who walk for other purposes
identify physical health benefits as a reason
for doing so and 47% identify this as the
most important reason. This is a more
common reason for walking for physical
activity (most important for 67%, while 20%
selected emotional well being as the most
important reason )

While 46% of those who walk for other
purposes state this is one of the reasons
they choose to walk, it is the most
important reason for very few (4%). This is
also a more common reason for choosing to
walk for socialising / recreation or physical
activity (reason for 60%; most important
reason for 6%)

28% of those who walk for other purposes state
they choose to walk for a specific purpose for this
reason and 5% selected this to be the most
important reason. This is also a more common
reason for walking for walking to/from
school/university and shopping or running
errands (reason for 33%; most important reason
for 8%)

More common reason for
walking for the purpose of
socialising / recreation
however it is the most
important reason for very
few (reason for 35%; most
important reason for 4%)

‘Top three reasons selected as most important reason respondents choose to walk for other transport purposes

Note: n =629

Source: Transport for NSW, Walking CVP Research, June 2013
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Barriers to walking to work?

M % selected as reason when multiple allowed
24%
22% % selected as most important reason 22% Other reasons
included: “Too
2 7% ”
< crowded and busy,
ael
< would choose the
o .
3 car over public
<
s 5% 4% 4% 4% transport and
® therefore do not %
: need to walk and ()
] = ~ %) ~ ey s 9] Y= 1) ° o = c - > a0 s c n = . e
e = = T = W = > 2 o £ o = S =5 2o E £ o g _| @ need to “take child =
5 = 3 o 3 3 Q a + = k- 9] i3] cw ¥85 2T oc 52 5 =0 2 . ©
2 8 ¢ ® 2 § 8 z 5§ 2w f 2z £g £P 5: 35 £ H% E 8E| ° | |todaycarein o
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.Top three reasons selected as most important reason respondents choose to walk to get to their usual place of work (for those who have it available to them)

work that respondents would walk for if their concerns were addressed

23%

21% ¢ Approximately 8% of survey respondents state that they currently walk
most frequently for other trip purposes but could walk to work if they
wanted to. Of these:

e 21% identified that they expect to walk the whole way to work
50% of the time or more often if their concerns were addressed

¢ 23% would walk and use other modes of transport as well for 50%
or more of their trips to/from work if their concerns were
addressed

% respondents

Walk and use other transport as well  Walk the whole way for >50% of
for > 50% of trips trips

Note: n =57, respondents state percentage of trips across these three groups

25

Note!:For those who walk most frequently for other trip purposes but could walk to work if they wanted to, why did you choose not to walk in getting to your usual place of work? (QC5)
Source: Transport for NSW, Walking CVP Research, June 2013
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@ Profile of respondents who walk as part of a linked trip to/form work

27% of respondents walked as part of a linked trip to/from work in the last month and 14% walk primarily for this purpose.
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Who usually walks for this purpose? When and where do people usually walk How far and for how long do
« Significantly higher proportion are <40 years of age (65%) for this purpose? people usually walk for this purpose?
* Equal proportion are male (52%) compared to female (48%) * Generally travel on weekdays only (82%) and ||+ 58% currently walk 1km or less and
« Significantly higher proportion live in Sydney SD (73%) start their trip in the early morning before 9am 29% between 1-2km on their way to
qualification (48%) and 7pm (52%) could walk up to 2km "
* Significantly higher proportion are employed full time (63%) « The majority start their trip from home (77%) || * Median time waII;]ed by reslrlJ(ondfents is o
5-10 minutes with 78% i =
* Significantly higher proportion have a yearly household income of $90k +(49%) and walk on the way there and the way back inu Wlh :jyva ne ;)r up =
« 79% do not have dependent children (86%) with an equal split (32% each side) of to 15 minutes. The median time for 8
6 .
pender i ) . people saying the walk before their connecting || Which respondents state they could =
* 81% own a car and a significantly higher proportion (48%) do not have car parking mode is longer than the walk after walk for this purpose is 15-20 minutes c
available at work (paid or unpaid) compared to those who walk most frequently . o * 56% say they are walk at a moderate ©
for other purposes and 19% have parking available which they can pay for * 62% of those who start their journey from ace and 34% a fast pace 2
- . : p p
h | home also identify home as the location where . e . <%
themselves . L * 78% identified that there is generally >
. the longest part of their walking journey starts . . S =
* Compared those who walk the whole way to work and for other trip purposes a . . . little variation in their trip time a
o ) L ) while the other 38% most commonly identify
significantly higher proportion live more than 5km their nearest town (40%) and a . . .
o . . . . work and the train station as the location from
significantly higher proportion also live 5-10km from their work (21%) or 10km or . . L
which the longest part of their walking journey
further (58%)
starts
What other modes of transport do you also usually connect to when you walk for a The longest part of their trip (before, during or after connection)

linked trip to work (QB13)?
) 0 Walk after using other mode of o Of those whose walk before
&= Car you are the driver 42% transport is longest 33% |using another mode is longest,
E Train a significantly higher proportion
Walk before using other mode of _ a5 connect to a train (47%)
. (]
transport is longest Of those who walk in between modes

g Bus
- Car you are the... - g
Walk before,after or between using of WEIEPRGE !onger, a significantly
oy Cycle the other modes areiroughly the... 27% |higher proportion connect to car
i where they are the driver (63%). Of
Taxi .
Walk in between modes of . public transport modes, the greatest
Other transport is longest 17% proportion connect to a bus (26%)
Note: n = 304 26

Source: Transport for NSW, Walking CVP Research, June 2013
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42%

33%

19%

11%

% of respondents

29%
26%
23%
20% 20%

Physical health benefits
Cheaper way to travel

Only way to access PT
Good for my emotional well
being
Avoids traffic and PT
congestion

More convenient way to travel

Notable differences:

5% 5% 4%

0% selected as reason when multiple allowed

B % selected as most important reason

19% 9,
18% 17% 17%

3% 5% 3% 5%
0

Enjoy the environment and
surroudings
More direct way to travel
| enjoy walking
More flexibility and
independence

15% 15% 14%

10%

4% 3% 3%

2%

More pleasurable way to travel

Faster way to travel

Reduce contribution to
pollution

More consistent travel time

% 6%

0% % oy .

Other

As an example to others
For social reasons

42% of those who walk as
part of a linked trip to work
identify physical health
benefits as a reason for
walking for this purpose
however this is the most
important reason for only
19%

33% of those who walk as part of a
linked trip to work identify that it is a
cheaper way to travel as a reason for
doing so and 11% identify this as the
most important reason. This is also a
more common reason for choosing to
walk by those who connect to public
transport (reason for 41%, most
important reason for 13%)

While 29% of those who walk as part of
a linked trip to work state this is one of
the reasons they choose to walk, it is the
most important reason for the highest
proportion (23%). This is also a more
common reason for choosing to walk by
those who connect to the train (reason
for 37% of train users; most important
reason for 34% of train users)

18% of those who walk as part of a
linked trip to work identify that
walking is a more direct way to travel
as a reason for doing so and 5%
identify this as the most important
reason. This is also a more common
reason for choosing to walk by those
who connect to public transport
(reason for 23%, most important
reason for 5%)

Top three reasons selected as most important reason respondents choose to walk as part of a linked trip to/from work

The majority of respondents who
selected other stated that they
tend to walk from where they park
because it is the closest car park to
their office that meets their needs
(i.e. all day parking, free parking
etc.). Of those who connectto a
car where they are the driver, 16%
selected this as a reason and 14%
as the most important reason

Note: n =335

Source: Transport for NSW, Walking CVP Research, June 2013
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Profile of respondents who walk the whole way to/from work

16% of respondents walked the whole way to/from work in the last month and 8% walk primarily for this purpose.

Who usually walks for this purpose?

* A significantly higher proportion are <40 years of age (60%)
with nearly all under 60 (96%)

« Higher proportion are female (58%) compared to male (42%)
* 65% live in Sydney SD

* Significantly higher proportion have achieved a university
degree or higher qualification (44%)

« Significantly higher proportion are employed full time (47%)
or part time (20%)

e Even distribution of lower to higher yearly household
incomes

* 78% do not have dependent children
* 74% own a car

* Significantly higher proportion live 2km or less from their
nearest town (53%)

* Significantly higher proportion live less than 2km from their
work (56%) or between 2-3km (15%)

When and where do people usually walk
for this purpose?

* Generally travel every day (60.3%) on
weekdays only (62.5%) and start their trip in
the early morning before 10am (73.5%) and
finish in the early evening between 5pm
and 7pm (42.1%)

¢ The majority walk on the way there and the
way back (74.7%)

e Respondents estimate that on average they
walk the whole way for 65.96% of their trips
to/from work

e The majority of respondents who walk the
whole way to work (69%) start their trip at
home and usually walk on the way there
and the way back while 10% start their trip
at home and usually only walk on the way to
work

How far and for how long do people
usually walk for this purpose?

* 66% currently walk 2km or less and the
median distance walked is 1-2km. The
median distance respondents felt they
could walk for this purpose was 2-3km with
26% feeling they could walk further
selecting 2-3km or 3-4km

Median time walked for walking to work is
15-20 minutes with 79% walking for up to
25 minutes. The median time they could
walk is 25-30 minutes

56% say they walk at a moderate pace and

2L 20/ ~ fact narn
9J.£/0 d 1doL palc

* 83% identified that there is generally little
variation in their trip time

Note: n =270

Source: Transport for NSW, Walking CVP Research, June 2013
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Reasons for choosing to walk the whole way to/

64%
56%

38%

26%

% of respondents

Physical health benefits

Cheaper way to travel

Good for my emotional well
being

35%
33% 31%

6%

30%

M % selected as reason when multiple allowed

% selected as most important reason

28% 27%

25%

18%
6%
1%

23%

No alternative transport

Notable differences:

8% 8% 7% 6%
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64% of those who walk the whole way
to/from work identify physical health
benefits as a reason for walking and this is
the most important reason for the largest
proportion (26%). This is also a more
common reason for those who generally
travel more than 1km on their way to
their destination (reason for 72%, most
important for 32%)

38% of those who walk the whole way
to/from work identify having no other
transport options as a reason for doing so.
This is also a more common reason for
those who generally walk less than 1km
to their destination (reason for 25%, most
important reason for 15%)

More commonly selected
reason for choosing to
walk by those who
generally travel 2km or
less on their way to their
destination

More commonly selected reason forj
choosing to walk the whole trip by

early adopters who agree that they
are always the first to try new, morej
active ways of travelling (reason for
44%, most important reason for 5%)

The majority of respondents who
selected other stated that they
walk because they live too close to
work such that any other transport
option would not be reasonable.
This is more common for those
who walk less than 2km (9%
selected as reason)

‘Top three reasons selected as most important reason respondents choose to walk the whole way to/from work

Note: n =270

Source: Transport for NSW, Walking CVP Research, June 2013
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What influences the travel behaviour of those with dependent children

* 21% of respondents have dependent children of which 63% have school aged children (5-16 years of age; 26% 5-8 years
old, 22% 9-11, 27% 12-14 and 16% 15-16)

Who usually walks
for the purpose of
accompanying

* 13% of respondents identified that they have walked for the purpose of accompanying a child to/from school in the past
month. 1% identified this as their most frequent trip purpose

. 5 * Respondents (parents) who have travelled for this purpose in the last month are more commonly aged between 30-39
children to school? years (35%), have children aged 5-8 years old (54%) and/or 9-11 years old (44%), are slightly more likely to be female
(57%) and are more likely to live in a separate or detached house (81%) compared to those who travel for other purposes

wn
—
2
* 51% of those with dependent children live a % who have walked to accompany child to/from school by distance =
distance of 2km or less from the school Of those who have walked for the purpose of dropping off, picking up 8
or accompanying a child to/from school, % who live specified distance S
When and hOW . 9'2% of those who have evgr walked to drop off, from school: =
pick up or accompany a child to school state that Skm or more  2-5km 12km  1kmor less ©
far do people their child/children walk instead of using another v
mode of transport once a week or more often ()]
usually walk to >
school? * 75% of those who have ever walked for the 5
: purpose of dropping off, picking up or
accompanying a child to or from school live less
than 2km from their children’s school
¢ Asignificantly higher proportion (18%) of those with dependent children identify that acting as an example for others
(e.g. children, family and friends) is a reason they choose to walk in general compared to those who do not have
For What dependent children (6%)
reasons do ¢ When those with children who walk instead of using other modes of transport less than weekly were asked why their

respondents usuall children do not walk more often, the most common reasons were that the children do not have time to walk, they feel
P _y their children are too young to walk to school unaccompanied and that their children carry heavy loads (e.g. books etc.).
walk/not walk their Note this is based on a small sample size (n=33)

i ?
children to school? ¢ There were no significant differences in satisfaction and importance of attributes, attitudes and importance of initiatives

between those who have dependent children and between those with children of different ages

Note: n = 146 with dependent school aged children 30

Source: Transport for NSW, Walking CVP Research, June 2013
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3. Knowledge and attitudes

Snapshot profile into customers knowledge of road
rules, channel preferences for communications and
whether they agree/strongly agree and
disagree/strongly disagree with the attitudinal
statements
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al.ﬁ’; CONCLUSION: Majority of customers know that drivers are not allowed to park on
NSW Transport footpaths and that the person walking has the right of way when crossing a driveway
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* Majority of respondents (86%) believe that drivers are not allowed to
park on the footpath in any circumstance however, 13% of
respondents believe that it is acceptable to park on narrow streets to
allow other vehicles to travel on the street
* People who walk for different trip purposes know this road rule
B Yes, on narrow streets to correctly with a correct response rate of 85-88%. There is a large
allow other vehicles to percentage of people who walk for purposes other than walking to
travel on the street work (14%) who believe that drivers are allowed to park on the
B Yes, but only if there are footpath on narrow streets
no more parking spots left * The correct response rate is consistently high across genders
86% on the road (male:85%, female:86%) and regions (85-86%)
m Yes « Slight variability is observed among different age groups. Correct
response rates are higher among respondents between the ages of 30
and 39 (91%) and lower among respondents between 50 and 59 (79%)
QF8: Who has the right of way when a v_ehicle enters or exits a _property « Majority of respondents (89%) are correct in believing that the
and someone walking on the footpath is about to cross the driveway? . . . .
pedestrian has the right of way when a vehicle enters and exists a
property, 11% believe the driver has the right of way
* The correct response rate is consistently high across genders
W The vehicle (male:90%, female:88%), trip purposes (87-90%) and regions (85-90%)
e Compared to other age groups, a higher percentage of respondent
above the age of 60 (93%) believe pedestrians have the right of way
TthPerSO”th and a lower percentage of respondents between 25 and 29 (84%)
walking on the :
footpath provide the same correct response
89% * Aslightly larger percentage of respondents who do not have a drivers
license (17%) believe that the vehicle has the right of way when
entering or exiting a property compared to 11% of those who do have
a driver license
32

Source: Transport for NSW, Walking CVP Research, June 2013
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QF9: Who has the right of way when a vehicle is making a left turn to

a side street and a person is walking across the side street?

H The vehicle

The person walking
across the side

street /

69%

DRAFT

CONCLUSION: A large proportion of customers do not know pedestrians have

w
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In general, respondents show the weakest knowledge of the road rule

regarding a pedestrian’s right of way when crossing a side street while a

vehicle is turning. The level of knowledge varies across geographical

locations and trip purposes

e About two-third of respondents (69%) believe that the pedestrian has the
right of way, while the rest (31%) believe the vehicle has the right of way

¢ The correct response rate is consistent across age groups (65-72%) and
genders (male:71%, female:67%)

¢ Respondents living in Sydney (72%) and Illawara and Hunter region (70%)
know this road rule better compared to respondents from regional areas
(58%)

* Alower percentage of respondents who walk the whole way to/from work

(63%) acknowledge that pedestrians have the right of way in the stated

scenario compared to respondents who walk for other trip purposes (linked

trip:74%, purposes other than walking to work (69%)

QF10: Do bicycle riders have to give way to pedestrians on, off road
shared paths built for them?

80%

* While majority of respondents acknowledged the need for bicycle riders to
give way to pedestrians on shared paths, the level of knowledge varies
across genders, trip purposes and age groups

* Alower percentage of respondents who walk the whole way to/from work
(72%) acknowledge the need for bicycle riders to give way compared to
respondents who walk for other trip purposes (linked trip:83%, other trip
purposes:81%)

¢ The correct response rate is consistent across major regions (77-81%)

¢ More males (85%) than females (76%) believe that bicycle riders need to give
way to pedestrians on shared paths

* Alarger percentage of respondents under the age of 25 do not know this
road rule correctly (72%) compared to other age groups (77-84%)

Source: Transport for NSW, Walking CVP Research, June 2013
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Communication channels by which respondents think they could be persuaded to walk, walk more or walk further (QF3)

Through which communications channels do you think you could be persuaded to walk,

walk more or walk further (e.g. which ones do you use most, or influence you most)? (QF3)
46% 5% W Walk for other trip purposes n=628

@ 34% 34% Walk as part of linked trips n=304

bo% .
N T
265

26% B Walk the whole way n=270

19%  19%

% of respondents

16% 15% 12%
12%
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Overall, TV (42%) is 'Fhe most preferred communication A higher proportion of A higher proportion of those A larger proportion of respondents aged
channel for persuading respondents to walk more and/or . 30 - 59 think they could be persuaded to
further, followed by word of mouth through friends and respondents over 60 years of below 30 years of age think walk more often/further through
familie; (35%) and health services (34%). Fewer age believe they could be they could be persuaded to children / children’s school (27%; note
res ondentsothink they could be ersuaod'ed to walk, walk persuaded to walk more/further walk more/further through that 36% of those aged 30- 59 hao\;e
moFr)e or walk further t\l'/\rou h usph notification via z:\ through promotion via digital channels such as social de end;nt childreng which is
ghp newspapers (38%) compared to media (36%) compared to . p. ) . /
Smartphone app, SMS message and blogs/forums are(less significantly higher than other age
other age groups those aged 60+ (12%)
than 10%) groups)

OTop three most commonly selected communications channels by which participants could be persuaded to walk (for each of the trip purposes)

Source: Transport for NSW, Walking CVP Research, June 2013 34
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Communication channels by which respondents state they would like to access walking information, advice and support (QF4)

45% - 42%
40%
35% -
30% -
25% -
20% -
15% -
10% -

5% -

0% -

26% 259

21%  21%

% of respondents
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Overall, websites (42%) is the most commonly selected
communication channel by which respondents would like to
received walking information, support and advice followed
by TV (33%), newspapers (36%) and word of mouth (25%).
Fewer respondents would like to access walking
information/advice via a Smartphone app (6%) and/or
blogs/forums (6%)

Note: n=1,203

20%

Street signage

18% 17%

16%

Email

Social media (e.g. Facebook
Twitter)
Stated wide events (e.g. Walk to
Work Day)
Localised events (e.g. workplace,
university, school)
The Get Healthy Information and
Coaching Service

Through your workplace(s

businesses

school
Through shops and private

Through your children / childrenBls

Through social care services

Push notification via a smartphone
app

Blogs/ forums

How would you like to access walking information, advice and support such as new routes, walking journey times/ distances, appropriate shoes/ clothing etc.?(QF4)

16%

SMS message
Other

None of these/ Don't know

A significantly higher proportion of
those who most often walk for other
trip purposes would like to access
walking information/advice via
newspapers (28%) or through health
services (24%) compared to those who
walk most frequently for all or part of a
linked trip to work

A higher proportion of those
under 30 years of age would
like to access information via
digital channels such as social
media (28%) compared to
those aged 60+ (8%)

A significantly higher proportion
of those who most often walk
the whole way to work would
like to access walking
information, support and advice
through their workplaces (16%)
compared to those who travel
for other trip purposes

Source: Transport for NSW, Walking CVP Research, June 2013
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CONCLUSION: Analysis of variation in attitudinal statements amongst customers
reveals three distinct attitudinal themes relating to speed, health, safety and
environment and prioritisation of walking

Variation in respondents’ attitudes by most frequent trip purpose, gender, age, geography and car ownership

Females tend to value the

Respondents who walk for .
environmental, health

trip purposes other than
walking to work (i.e.
recreation, social, accessing
services etc.) prefer walking
with other people than by

and wellbeing benefits
from walking more than
males and have greater
concerns about their
personal safety and security

themselves
while walking

Those aged 60+tend to be
more concerned about
reducing speed limits

Car owners, especially
those that own 2 or more
cars, do not believe that

around busy centres and
sharing paths with bicycle
riders. They are more likely
to be community minded
and raise issues with

Respondents who live in
regional NSW appear to be
more concerned about lack
of footpaths than those who
live in Sydney SD

pedestrians should be
prioritised whereas those
respondents without
access to a car believe that
more street space should be

relevant authorities if they
see something wrong

made available for walking in
order to reduce space for
cars

Three key attitudinal themes emerge in the data

Speed averse
(42% of respondents)

* Show greatest differentiation with their attitudes towards
speed limits, supporting reducing speed limits around
schools and in busy city / town centres

* Tend to share similar views to some of the ‘cautious
pedestrians’ who believe that it is a safety concern that
pedestrians have to share street space with other road
users and with pioneering pedestrians in believing that
pedestrians should take priority

* More likely to be 40 years of age or older (63%) and
travel most frequently for the purposes of shopping and
running errands (45%)

Health, environment, safety and

security aware
(23% of respondents)

Express greatest concern with safety
and security while walking, sharing
street space with others and not having
sufficient footpaths for them to walk on
Are generally opinion followers in their
attitudes towards walking

More likely to live in Outer Sydney
regions (27%) compared to other

attitudinal groups and to be a car owner
(83%)

Supportive of prioritising walking
(35% of respondents)

* Appear to show the greatest differentiation with
support for congestion charges, increased taxes to
support infrastructure improvements and
prioritisation of pedestrians in busy towns / centres

* Are predominantly your opinion leaders, believe in
contributing to assist pedestrians through taxes
and believe pedestrians should be given priority over
cars

¢ Are supportive of campaigns to persuade people
about the benefits of walking to the transport system

Source: Transport for NSW, Walking CVP Research, June 2013
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Theme

Trip purpose:
Respondents who walk for trip
purposes other than walking to

work (i.e. recreation, social,
accessing services etc.) prefer
walking with other people than by
themselves
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INSIGHT: Customers’ attitudes towards walking primarily vary by most frequent trip
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Key Findings

* Respondents who walk for purposes other than walking to/from work are likely to own a car and do not believe that street space
should be increased for walking at the cost of road space (24%)

Majority of these respondents tend not to be early adopters to new or more active ways of travelling (82%) and are not willing to
pay extra in tax/council rates to increase walking

A larger percentage of respondents who walk for other purposes (27%) state they prefer walking with other people than being by
themselves compared to those who walk the whole way to/from work (12%) and walk as part of a linked trip (12%)

Gender:

Females tend to value
environmental, health and
wellbeing benefits from walking
more than males and have greater
concerns about their personal
safety and security while walking

A larger proportion of female respondents support the promotion of walking through improving health and cost saving (86%) and
reducing environmental pollution (71%) in comparison to males (77% for health and cost saving benefits, 61% for environmental
benefit)

Females have greater concern over personal safety and security - 26% of them feel anxious about personal safety and security
while walking and 65% believe that speed limits should be reduced around schools

Females tend not to take risks on roads or paths in order to speed up their journey (74%) however 41% of them feel annoyed
when there are no adequate footpaths to walk on for the journeys that they need to walk

Age:

Those aged 60 and older tend to
be more concerned about
reducing speed limits around busy
centres and sharing paths with
bicycle riders. They are more likely
to be community minded and
raise issues with relevant
authorities if they see something
wrong

The number of respondents who agree to reducing speed limits in busy city/town centres increases with age (35% for those aged
below 30, 51% for respondents aged between 30 to 60 and 56% for respondent 60+)
Concerns about sharing paths with bicycle riders are likely to be raised by senior respondents aged 60+, in particular senior

o~ o/

aged between 30- 60 (55%) and below 30 (42%). Females 60+ and living in Sydney SD dislike sharing paths with bicycle riders (78%)
more than others

Negative attitudes towards sharing paths with scooters and skaters is not as strong as it is towards bicycle riders. Different age
groups appear not to have divergent attitudes towards mobility scooters / scooters / skaters on shared paths

When seeing something wrong with the way pedestrians are treated, respondents aged 60+ are more likely to raise the issue with
relevant authorities compared to other age groups (27-29%)

Region:

Sydney SD respondents tend to
have different attitudes compared
to regional respondents who are
concerned about insufficient
footpaths

A larger percentage of regional respondents have greatest concern over safety with pedestrians sharing the street space with
vehicles (53%) and not having enough footpaths to walk on for their journey (46%)

However, there are fewer regional respondents (24%) and Illawara and Hunter respondents (27%) who believe that pedestrians
should have priority on the street in busy city/town centres compared to Sydney SD respondents (37%)

The survey results support the qualitative finding that show that respondents in lllawara and Hunter and regional NSW have
similar attitudes towards walking compared to Sydney SD

37
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Theme

distance

Key Findings

Car ownership:

Car owners, especially those that
own 2 or more cars, do not
believe that pedestrians should be
prioritised whereas those
respondents without access to a
car believe that more street space
should be made available for
walking in order to reduce space
for cars

* Alarger percentage of car owners believe there is no need to reduce speed limits around schools (21%) or busy city/town centres
(22%), while around 10% of respondents who do not have access to a car state the same

* A higher proportion of respondents having 2 or more cars do not believe that pedestrians should have priority on streets in busy
cities/town even if it means less space

 Car owners are more unlikely to support a congestion charge in busy city/town centres (47%) compared to car users (36%) and
those who do not have access to a car (23%)

¢ Respondents without access to a car prefer more street space for walking if this would result in less road space for cars (41%)
however only 21% of car owners support this

¢ Respondents without access to a car or a drivers license tend not to have negative attitudes towards the option of paying higher
taxes/ council rates for building or upgrading footpaths sooner (31% of those disagree) while more than half of car owners or users
(51%) reject this option

¢ Results show that attitudes towards walking do not appear to differ among those respondents who have car parking available at
their workplace (paid by employers or themselves) and those who do not have

Family structure / employment:
The differences in attitudes
towards reduction of speed limits
across respondents with different
family structures and
employment industry are
insignificant

* Alarger proportion of parents with dependent children support the reduction of speed limits around schools (66%) compared to
those who do not have dependent children (58%), however this difference is not statistically significant

* Fewer state government employees support the reduction of speed limits in busy towns/centres (39%) and giving pedestrians
priority on streets in busy cities/towns even if it means less space for cars (28%) compared to those employed in other industries -
however, the differences are insignificant

Results indicate that there is no significant divergence in attitudes towards walking across respondents with different household incomes,
employment industry, family structures, distance from work, town centre or propensity to walk
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congestjon charge for driving into
o busy areas ¥ it reduce the amount of

. . cars that interact with pedestrians on

busystreets

eans less space for cars

Speed averse

I think speel
I think speed limits should be reduced @ 1 wouyldn't mind less road space for
n busy city/town centers cars if i\meant more streets space for

walking

ncourage walking
€ gas emissions
bollution

Itis a big safety concern for me that
pedestrians share the street space
‘ with so many cars, buses and trucks

| prefer to walk away from roads [

DEelleve d ge :”."“ll‘
walking is a great way to improve the
health of the population and save@
costs to the public health system

. for the journ

| often feel anxious about my pgnal

I'm always the first to try new, more

active ways of travelling If it means footpaths are built and

: - upgraded sooner | wouldn’t mind
safety and security when walking to ® pg. R . @
L paying higher taxes and/or council
my destination rates

. Family and friends often ask my

Health, environment, safety and ar
opinion about transport

security aware

| wouldn't mind paying more in taxes
and/or council rates if the money
went to getting more people walking

Legend:

@ Relative association of attitudinal statements (i.e. closer together represents stronger

o 2ssociation) Supportive of prioritising wa
Groups of respondents who agree with similar attitudinal statements (size of bubble
represents number of respondents within each group)

Source: Transport for NSW, Walking CVP Research, June 2013
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INSIGHT: Customers who are more health, environment, safety and security
aware and those who support prioritising walking appear to have opposing

attitudes towards walking

Analysis of the attitudinal statements shows the following...

Three key attitudinal
themes emerge in the
data (1) speed averse, (2)
health, environment,
safety and security aware
and (3) supportive of
prioritising walking

Respondents who are
more health,
environment, safety and
security aware and those
who support prioritising

walking appear to have
opposing attitudes
towards walking, although
sub groups emerge
between the speed averse
and other segments

Community consciousness
appears not to be a key
differentiator across
segments

A two pronged
approach to the
attitudinal analysis
needs to be considered

* There is a strong attitudinal dimension that runs through the walking study. At one end, there are those who are more cautious and safety
concerned and at the other end, there are those who are pioneering in their attitude to investing and regulating for the benefit of walking

Those who strongly support prioritising walking appear to show the greatest differentiation with support for congestion charges, increased
taxes to support infrastructure improvements and prioritisation of pedestrians in busy towns / centres. This group are predominantly your
opinion leaders, they believe in contributing to assist pedestrians through taxes and believe pedestrians should be given priority over cars

Those who are health, environment, safety and security aware express greatest concern with safety and security while walking, sharing
street space with others and not having sufficient footpaths for them to walk on. This group show non agreement with opinion leadership
towards walking

Those who are speed averse showed greatest differentiation with their attitudes towards speed limits, showing support for reducing speed
limits around schools and in busy city / town centres

Those who strongly support prioritisng walking appear to support higher taxes to benefit pedestrians in terms of footpaths, upgrades and
encouraging more people to walk while those who are health, environment, safety and security aware feel anxious about their personal
safety and security while walking and are annoyed by the lack of footpaths for them to walk on and yet do not support the idea of increasing
taxes to fund improvements

Those who are speed averse tend to share similar views to some of those who are more health, environment, safety and security aware who
believe that it is a safety concern that pedestrians have to share street space with other road users and who prefer to walk away from the
road

Some of those who are more speed averse share similar views to the less extreme supporters of prioritising walking who believe that
pedestrians should have priority in busy cities/ towns and who support a congestion charge to reduce the number of cars driving near
pedestrians — all relating to speed aspects of the walking experience and the belief that pedestrians should take priority

Across all three segments identified, ‘Improve the health of the population and save costs’ and ‘Reduce green house gas emissions and
reduce pollution’ statements appear to be supported, suggesting that these community concerns and promotion of walking benefits is
important to all community members (irrelevant of their attitudinal bias)

In analysing the data, two lenses need to be adopted , the first relating to a general profile of attitudes and how they differ across the
respondent base and the second seeks to identify underlying attitudinal segments in the data:

(1) Profiling of respondents across their agreement / disagreement with the attitudinal statements to identify key trends

(2) Latent Class Segmentation analysis to identify attitudinal themes

Source: Transport for NSW, Walking CVP Research, June 2013 40
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Health, environment, safety and | sypportive of prioritising walking

Speed averse -
security aware (35% of respondents)

(42% of respondents)

“| think speed limits should be reduced around schools (23% of respondents) “Pedestrians should have priority... | wouldn't mind less

road space for cars if it meant more street space for

and in busy city/town centers” “I often feel anxious about my personal safety and T
walking

security... | prefer to walk away from roads”

How am | different to other groups? (Statistically significant differences between attitudinal groups)

¢ Age: More likely to be 40 years of age or older (63%) ¢ Region: More likely to live in Outer Sydney regions * Trip purpose: Less likely to walk for the purposes of
* Trip purpose: More likely to most frequently travel for ~ (27%) compared to other attitudinal groups shopping and running errands compared to other
the purpose of shopping and running errands (45%) * Car ownership: 83% own a car, which is more than attitudinal groups (31%)
and less likely to walk for physical activity with no other groups (56% own 1 car and 18% 2 or more cars)

transport purpose most often (9%)

Who am I? (Profile of attitudinal groups by demographics where differences are not significant)

¢ Gender: Both female (54%) and male (47%) * Age: Span all age groups ¢ Age: Span all age groups with a higher proportion
¢ Employment: Employed full time (26%), retired (23%), ¢ Gender: Both female (50%) and male (50%) aged 30-39 (24%)
employed part time (13%), student (12%) ¢ Employment: Employed full time (36%), retired (22%), ¢ Gender: Both female (47%) and male (53%)
* Region: Span all regional groups including slightly employed on a casual basis (10%) * Employment: Employed full time (31%), retired (17%),
higher proportion in Regional NSW (23%) and Sydney ¢ Trip purpose: Span a variety of trip purposes with employed part time (13%), student (12%)
SD (62%) fewer (22%) walking for the purpose of walking to * Region: More likely to live in Sydney SD (63%)
e Car ownership: 73% own a car work (via linked or single walk trip), though the e Car ownership: 69% own a car
¢ Children: 79% do not have dependent children. Those difference is not significant ¢ Children: 80% do not have dependent children
with dependent children are more likely to have * Children: 79% do not have dependent children ¢ Industry: 62% work in the private sector
children over 18 years of age ¢ Industry: 56% work in the private sector ¢ Median time could reasonably walk for: 15-20 mins
* Industry: 60% work in the private sector * Median time could reasonably walk for: 20-25 mins * Median distance could reasonably walk for: 2-3km
* Median time could reasonably walk for: 15-20 mins * Median distance could reasonably walk for: 2-3km * Median distance from work: 4-5km
* Median distance could reasonably walk for: 2-3km * Median distance from work: 4-5km * Median distance from nearest town/city: 2-3km
¢ Median distance from work: 4-5km * Median distance from nearest town/city: 5-10km

* Median distance from nearest town/city: 5-10km

Source: Transport for NSW, Walking CVP Research, June 2013 41
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4. Satisfaction

Satisfaction levels provide insight into possible
improvements across the walking journey experience
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Overall satisfaction with walking (QD1) compared to other modes of transport
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is lowest with availability and adequacy of support
lable during and after the walk
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Financial
consider-
actions

Comfort through
support facilities

Journey
ambience
and
environment
Most people are satisfied with attributes within the
category of physical, social and emotional wellbeing and
they are consistently identified as primary drivers

Physical health and
social/emotional
wellbeing

Trip
information

B % Satisfied (7-10 out of 10)
Convenience due to
ease of access and
connectivity
Attribute Category

Convenience due to
time

Personal safety
and security

B % Dissatisfied (1-4 out of 10)
Safety

(infrastructure)

Safety
(behaviour)

Note: n = from 385 to 643

Source: Transport for NSW, Walking CVP Research, June 2013
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‘;%%" Transport INSIGHT: More customers are most satisfied with the physical health benefits,
sovemment | FOr NSW  emotional wellbeing, time and cost savings of walking

of respondents that are satisfied and dissatisfied with attributes of their walking journey experience (QD4)

s % Dissatisfied (1-4 out of 10)  mmmsmssm % Neutral (5-6 out of 10) =R % Satisfied (7-10 out of 10) Average Satisfaction Score
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A larger percentage of respondents are
satisfied with attributes relating to . . . X . e
physical health benefits, emotional Respondents have greatest satisfaction with the attribute categories of Alarger percentage of respondents are dissatisfied
A N ’ ) . . . . . with attributes relating to the availability and
wellbeing, time and cost savings (1) physical health and social/emotional well being and (2) convenience > ) .
X ) C R adequacy of support facilities during the trip and
due to time. Satisfaction is lowest for the attribute category comfort at the end of the trip
through support facilities which includes trip facilities and weather
Note: n = from 385 to 643 i
conditions.

4
Source: Transport for NSW, Walking CVP Research, June 2013 6
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_‘*g’, INSIGHT: Customers have the greatest consistent satisfaction levels with the
ir. )/

NSW Transport physical health benefits and emotional well being of walking
covemmen: | fOr NSW

Walk as part of a link trip to/from work Walk the whole way to/from work

Walk for purposes other than walking to work

Overall satisfaction by trip purposes (QD1)

Mean score = 8.3 Mean score =7.5 Mean score = 8.0

6% 2<yl

30
T T

B % Dissatisfied (1-4 out of 10) [ % Neutral (5-6outof 10) [l % Satisfied (7-10 out of 10)

Top eight attributes of greatest satisfaction (% rated 7-10 out of 10)!

C
1. Physical health benefits of walking 87% 1. Consistent journey time compared to other modes 83% 1. Physical health benefits of walking 90% 9
)
2.T ings f king i i =
2. Physical health benefits of walking 82% ransport _cost savings from walking instead of using 39% ©
a car or public transport ‘;
3. Time required to walk the trip 85% 3. Ease of access to work, education, or school 82% 3. Consistent journey time compared to other modes 87% "(_-6
4. Emotional wellbeing, relaxation and productivity 83% 4. Avoiding need for finding/paying for car parking 78% 4. Avoiding need for finding/paying for car parking 85% n
5. Emotional wellbeing, relaxation and productivity 76% 5. Emotional wellbeing, relaxation and productivity 84%
6. Avoiding need for finding/paying for car parking 78% 6. Time required to walk the trip 75% 6. Time spent alone 84%
7. Time spent alone 77% 7. Transport cost savings from walking instead of using a car 74%
8. Ease of connecting between footpaths, streets and 75% 8. Convenience of walking for connecting to public transport 73%

public spaces
¢ Majority of respondents are satisfied with the physical health benefits and emotional well being associated with walking
¢ Respondents who walk for other trip purposes are more satisfied with ease of connecting to shops and services, which is likely to shorten the
distance and time required for a walking trip
e Satisfaction with consistent journey time and avoiding the need for car parking is highest for respondents who walk as part of linked trips and who

Lheen??iied walk to work — consistent with qualitative discussions which suggest that respondents value having freedom and control more than time and costs
* The benefit of avoiding congestion and cost of car parking from walking is more important to respondents who live in Sydney SD (83% are satisfied
with avoiding the need for car parking compared to 72% of regional respondents)
¢ Regional respondents tend to be more satisfied with emotional wellbeing benefits of walking. The average satisfaction score of emotional welling
being rated by regional respondents (8.6) is higher than Sydney SD (7.8)
INote: The top eight attributes of greatest satisfaction have been colour coded to show variation across trip purposes 47

Source: Transport for NSW, Walking CVP Research, June 2013
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o, INSIGHT: Impact of the weather and lack of facilities during and after
.ﬁ.ﬁk walking trips are attributes with the greatest dissatisfaction across all trip
S, | Transport
NSW |sor NSW  Purposes

GOVERNMENT

Walk for purposes other than walking to work Walk as part of a linked trip to/from work Walk the whole way to/from work

Overall satisfaction

Mean score = 8.3 Mean score = 7.5 [ Mean score = 8.0
% Dissatisfied (1-4 out of 10) % Neutral (5-6outof 10) [l % Satisfied (7-10 out of 10)

Top eight attributes of greatest dissatisfaction (% rated 1-4 out of 10)!

1. Adequate shelter and protection from weather

1. Adequate shelter and protection from weather conditions 27% conditions 36% | 1. Adequate shelter and protection from weather conditions 32%
2. Adequate amenities and facilities during the trip (e.g. 27% 2. Amenities and facilities at the end of the trip (e.g. 30% 2. Adequate amenities and facilities during the trip (e.g. 229% c
water fountain, toilets) ’ showers, lockers, change roomes, toilets) ? water fountain, toilets) ’ o
3. Amenities and facilities at the end of the trip (e.g. showers, 24% 3. Adequate amenities and facilities during the trip (e.g. 30% "C)‘
lockers, change rooms, toilets) ? water fountain, toilets) ’ ﬁ
4, Adg_q_uate facilities that support mobility and different 18% 4. Interacting with community members 20% 4. Amenities and facilities at_ the end of the trip (e.g. showers, 17% E
abilities (e.g. benches, dropped/low kerbs) lockers, change roomes, toilets) g
5. Adequate structures that support pedestrian safety (e.g. 14% 5. Safe behaviour of road users around pedestrians (e.g. 18% 5. Adequate facilities that support mobility and different 16%
barriers, crossings) ? motorists, cyclists) | abilities (e.g. benches, dropped/low kerbs) ?
6. Safe behaviour of road users around pedestrians (e.g. e
motorists, cyclists) 2%
7. Cleanliness of the footpaths, streets and public spaces (e.g. 11% 7. Adequate structures that support pedestrian safety (e.g. 16% 7. Time spent with others whilst walking (e.g. 12%
levels of graffiti, fly posting, litter) barriers, crossings) children/partner/family/friends)
8. Safe behavi f road d pedestri 8. 8. Ad te facilities that t mobility and diff t ) ) )
a g e avu?uro road users around pedestrians (e.g 11% Adequate facilities that support mobility and differen 16% | 8. Interacting with community members 11%
motorists, cyclists) abilities (e.g. benches, dropped/low kerbs)

Respondents who walk as part of a linked trip to/from work are less satisfied with their overall walking experience, with an overall mean score of 7.5

Dissatisfaction with shelter and protection from weather protection is higher overall (29% dissatisfied). Amenities and facilities such as toilets and water fountains during the
trip and at the end of the trip are also of high dissatisfaction to people who walk appearing in the top 5 attributes of greatest dissatisfaction across trip purposes

Themes Regional respondents who walk most frequently the whole way to work have greater concern over street lighting (32% of regional respondents who walk the whole way to
identified work are dissatisfied with street lighting compared to 13% of those living in Sydney SD)

Condition and quality of footpaths, streets and public spaces is of higher dissatisfaction to people who walk than the connectivity of footpaths overall and is of highest
dissatisfaction to those that walk the whole way to/from work (19% dissatisfied), those aged 60+ (34% dissatisfied) and those who live in Sydney SD (48% dissatisfied)
within their respective groups

INote: The top eight attributes of greatest dissatisfaction have been colour coded to show variation across trip purposes

Source: Transport for NSW, Walking CVP Research, June 2013
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u ~" w
:%!5!\%; Transport INSIGHT: Net promoter scores (NPS) shows that customers who walk as part of linked
sovemmenr | FOr NSW  trip to work are least likely to recommend walking

Net promoter scores (NPS) across the population (QC1) What do these NPS scores mean...?

QC1: On a scale of 1 to 10, how likely is it that you would recommend walking instead of using NPS has been calculated as :
another mode of transport to a friend, family member or colleague for previously chosen trip? -

% Promoters - % Detractors

Overall
NPS = -5.4 (9-10) (0-6)

Detractors Passives Promoters

»

Overall NPS score for all people who walk is -5.4

n n @ 9 10 ¢ This negative NPS is a result of a higher number of detractors or
—

unhappy customers (39%) versus lower number of promoters
39% 28% 33% or loyal customers (33%) identified in the sample

n=1,203

Walk to work * NPS scores varies depending on the trip purpose:
NPS = +15.6 . . -
Detractors _ Passives Promoters For who walk the whole way to/from work: NPS = +15.6
* For who walk as part of a linked trip to/from work: NPS = -30.0

n n @ 9 10 * For who walk for purposes other than walking to work: NPS = -4.0
[

* The NPS score for respondents who walk as part of linked trips to/from
n=270 28% 29% 43% [ A S S ¥ S I (SR I I - S S O I [P SIS

WOTK IS Signiticanty iower tndn otners. 1nis aligns to iIower sduistdction
scores for this group with average mean score of 7.5 out of 10 which is
suggestive of the mandatory nature of the trip

[
0
)
O
A1
o2
o+
©
(%]

Walk for other trips
NPS = -4.0

Detractors . Passives Promoters

¢ A higher number of promoters or loyal customers (43%) with a lower

number of detractors or unhappy customer (28%) results in positive 15.6
1 2 3 4 > o 10 NPS score for respondents who walk to work
L | P

=629 38% 28% 34% ¢ There is an opportunity to target the near market (i.e. those who walk
for a linked trip to/from work and other purposes) by leveraging the
Walk for a link trip .
NPS = -30.0 commuter segment (i.e. walk the whole way to work) to promote
walking initiatives through advocacy of the mode

Detractors . Passives Promoters

¢ Further analysis of NPS scores shows that females are more likely to

n n @ 9 10 recommend walking to others with a NPS score of +1.1 than males who

— have a lower NPS score of -12.1
n=304 51% 29% 21%

Source: Transport for NSW, Walking CVP Research, June 2013
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5. Importance

Analysis of importance provides insight into what
customers value the most about their walking journey

experience as evidenced by share of importance
based attributes selected as most important in

deciding whether to walk (rather than use some other
mode of transport)
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m’; INSIGHT: The top five most important attributes when deciding whether to
ISV Transport Wwalk make up almost 50% of the total share of importance and relate to
Qmﬁ for NSW  physical health, distance, weather, time and security

Importance of journey experience attributes in deciding whether to walk (rather than use some other mode of transport) as stated by survey respondents (QC4)

30% -
e \\/aiting time at traffic signals
More consistent mode journey time
When asked to select their most Interacting with community
important journey experience attributes, More CO“(‘j’en'e“t
. . . nvironmenta

25% 4 | respondents identified the following as MOEs benefits

their top 5 attributes: )

Time spent alone
Avoids parking

1. Physical health benefits of walking
(16.4%)

20% - | 2. Distance of the trip(12.5%)

Time spent
with others

Emotional

3. Appropriate weather conditions for well being

walking (11.4%)
4. Time required to walk the trip (9.0%)

Trip time

(O]
(@)
C
©
i)
—_
o
Q
£

15% . . . .
. 5. Feeling safe and secure while walking Cleanliness of footpaths,
§ (8.5%) streets and public spaces
© Pleasant route
£
o
g— Adequate street
= 10% A
°
% Interchange accessibilit Physical health iliti
@ Availableroute optionsy benefits Ad::::z;;?:'es
X . Connectivity AEETEETERE .
Trip distance EEVEEEoET,, l\)/\l/)eafher mobility
5% - Structures to education etc conditions End of trip facilities
Road users support safety Direct access Adequate amenities
behaving safe'ly . to services Appropriate signage during trip
around pedestrians Convenience of Adequate trip : CI;:I;:;\)::S
0% = T T —_— T T T "!‘“—"”'“!':'_l—|
Safety Safety Personal safety Convenience due Convenience due  Trip information };Hysii:al.healéh' Journey ambience Comfort through Financial
(behaviour) (infrastructure) and security to time to ease of access and and environment support facilities  considerations
and connectivity social/emotional
wellbeing

Journey experience attributes by category

Note: n=1,203
* % share of importance represents weighted percentage of total share of importance based on top 3 attributes selected as most important in deciding whether to walk (rather than use some other mode of transptgli)

Source: Transport for NSW, Walking CVP Research, June 2013
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INSIGHT: Customers value different aspects of their walking journey
experience depending on trip purpose

Top ten most important attributes important when deciding whether to walk (rather than use some other mode of transport)

B Walk for other trip purposes (n=629)

B Walk the whole way to work (n=270)
18.0%

15.0%

12.5% 12.8%
. (]

12.4%

% share of importance*

Physical health  Distance of the trip  Appropriate
benefits of walking weather conditions
for walking

% figures highlighted in RED indicate statistical
significance among three respondent groups

 Walk as part of a linked trip to work (n=304)

Feeling safe and
secure while
walking

Time required to
walk the trip

Journey experience attributes by category

¢ People who walk for other purposes
value health benefits and weather
condition more than others when
deciding whether to walk (rather than
use some other mode of transport)

Cost savings in particular related
to car parking was identified as
one the key drivers for walking

Transport cost saving from walking is
most important in deciding whether to
walk (rather than use some other
mode of transport) for those that walk
the whole way to work

Convenience of
walking for
connecting to
public transport

Emotional well Transport cost
being ,relaxation savings from
and productivity walking instead of

using a car or public
transport

Avoiding need for More convenient
finding/paying for than other modes
car parking of transport

Note: n=1,203

* 9% share of importance represents weighted percentage of total share of importance based on top 3 attributes selected as most important in deciding whether to walk (rather than use some other mode of transport)

Source: Transport for NSW, Walking CVP Research, June 2013
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iﬁﬁ’; INSIGHT: The top eight most important walking journey experience attributes

NSW Transport are consistent across trip purposes
covcmment | fOr NSW

Ll purpos;\cle;r?(ther WL E Walk as part of a link trip to/from work @ Walk the whole way to/from work

Top eight most important walking journey experience attributes by trip purposes?

1. Physical health benefits of walking 18 % 1. Physical health benefits of walking 15.0%

3. Appropriate weather conditions for 3. Appropriate weather conditions for

. 12.4% 3. Physical health benefits of walking 10.3% . 10.7%
walking walking
Q
4. Feeling safe and secure while walking 8.5% 4. Feeling safe and secure while walking 9.1% LC)
©
5. Appropriate weather conditions for walking 7.2% | 5. Feeling safe and secure while walking 7.8% +
o
6. Emotional wellbeing, relaxation and 0 6. Convenience of walking for connecting to 6. Transport cost savings from walking =
o 4.6% : 5.9% | . : : 5.8% £
productivity public transport instead of using a car or public transport —_
7. Avoiding need for finding/paying for 7. Transport cost savings from walking instead of 7. Emotional wellbeing, relaxation and
. 3.0% . . 4.1% . 4.9%
car parking using a car or public transport productivity
8. More convenient than other modes of 2 8% 8. Avoiding need for finding/paying for car parking 3.9% 8. More convenient than other modes of 4.5%
transport transport

* Physical health benefits of walking is of highest importance in deciding whether to walk (rather than use some other mode of transport) to those
who walk for other trip purposes and is also the attribute of highest satisfaction

* Both trip distance and trip time fall within the top 5 most important attributes for majority of respondents which is consistent with findings from

Themes the qualitative research. This shows that trip time and distance are key determinants of selecting walking as a mode of transport
identified
* Perception of personal safety and security while walking is valued in a similar manner across all three groups of respondents who walk

* Regional and Sydney SD respondents value the importance of walking journey attributes in a similar manner. The top five most important
attributes in deciding whether to walk are the same for regional NSW and Sydney SD respondents however the order of importance varies

INote: The top eight attributes of highest importance have been colour coded to show variation across trip purposes
% share of importance represents weighted percentage of total share of importance based on top 3 attributes selected as most important in deciding to walk (rather than use some other mode of transport) 53

Source: Transport for NSW, Walking CVP Research, June 2013
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rally more dissatisfied with attributes relating to
upport facilities however this is not of great importance

N INSIGHT: Customers a
Wik :

r
Transport availability and adequa

e
S

e gen
cy of

NSW
sovemwenr | fOr NSW deciding whether to walk (rather than use some other mode of transport)

Dissatisfaction with attributes ranked by share of importance in deciding whether to walk (rather than use some other mode of transport)

18% - 100% . q .
Satisfaction - line
16% - 90%
o
14% - 80% X et
° 3 —m— % Dissatisfied
% L 70% G (rated attribute 1-4
Y 12% S out of 10)
c - 60% 2
£ 10% 5
8 - 50% @
Q a )
E 8% & O
5 FoA0% & c
[ (o]
o 6% a Importance - bar o
o F30% & —
< 2% o . Safety (behaviour) 8_
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2 10% | safety and
. Personal safety an
0% 0% security
° : .
17} = bt (7] = X o o £ < o = |9} = =] =1 = & B= = = o a o a = = .
s 8 5 2 & 2 3 T E L 2 28 25 5 5 2 8 8 &£ 8 g2 2 3 g g 9 2 8 ¥ 8 % & g Convenience due to ease of
5 = o T k=1 = + = @ © ] L.
S 286 F 5 2% 85 % 3 ¢ § g § 8 2 % g E g ¢ £ 2 £ § ¢ 3 & § £ g £2 9 5 access and connectivity
= 2 © = 8 oz o e = s B8 % o £ o S 5 s T ® £
S F b ¢ T 2 %2 8 & 8 2 2 % 58 E 5 &£ S 5L 9 g < 52 3 8 5 2 E 8 5 % o i inf .
2 < 3 6§ 5§ < 2 s & g 5 35 g & g 2 o B8 ¢ 2 3 5 &8 v & 2 L g % g & Trip information
< 5 » 2 2 s S S 8 8 &£ £ E 3 5 %8 ¢3S £ 2 2 5 5 8 5 8 ¢ 3 = 5 €
o £ o [P [ <) o = B b a0 © < =3 ® S a f :
'z 2 T E & g ©° g 2 ©° : £ & § E 3 s £ 8 7z E £ § & E 2 4w Z o [l Physical, social and
z 3 o HoE S 3 @ E > g 2 =T £ & 29 £ 8 5 8§ ° > g © = = o . .
o o - = ¢ a8 F = S ouw 2 2 g 32 T ® 5§ < g o £ 2 =3 emotional well being
< 5] a 5] 2 c & B < 2 5 S & 5 = £ 9o <
g 5 3 § & g £z 4 g E 5
s % b £ S e = @ 3 . s Journey ambience and
> .
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c epeas
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© =} i X X )
3 Financial considerations
o

Journey experience attributes ranked by share of importance

Note: Analysis includes all respondents (n=1,203)
*% share of importance represents weighted percentage of total share of importance based on top 3 most important attributes selected in deciding whether to walk (rather than use some other mode of
transport)

Source: Transport for NSW, Walking CVP Research, June 2013 >4
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_‘nrg’; INSIGHT: Customers who have a fitness/mobility issue and/or a registered disability place higher
:'T.SW Transport importance on trip distance, quality of pedestrian space and adequate facilities that support
sovemmenr | fOr NSW mobility in deciding whether to walk (rather than use some other mode of transport)

Variation in importance and satisfaction with facilities supporting mobility and different abilities (e.g. benches, dropped/low kerbs)

Top five walking journey experience attributes with greatest difference in share of importance
between respondents with fitness/ mobility issues or a disability compared to those who do
not (in order of greatest difference)

e Average satisfaction scores for respondents who
have fitness, mobility issues or a registered
disability (6.4) are slightly lower than that for 15.0%
respondents who do not (6.6). Satisfaction scores
for both respondent groups are below overall
average (7.3) 11.9%

17.1%
16.2%

(O]
(@)
C
©
i)
—_
o
Q
£

I
I

I

I

I

I

I

I

I

I

I

I

I

i

e Supporting facilities are more important to :
respondents who have fitness, mobility issues or a H
registered disability (1.4%) than those who do not H
I

I

I

I

I

I

I

I

I

I

I

I

T

I

(0.1%) o.1%

3.9% 36%
e There is no significant difference in satisfaction and
importance of walking journey experience 1.5%
attributes relating to facilities, trip distance and

physical health and emotional well being for

1.4%

-

- -

r T T

reSpondents with ﬁtness/mObi“ty issues ora Trip distance Emotional well being  Quality of pedestrian IAdequate facilities that{PhysicaI health benefits
disability issues compared to those who do not for space |__ _support mobility _ |
deciding whether to walk (rather than use some
other mode of transport)
Respondents without issues n=969 B Respodents with issues or disability n=234

55

Source: Transport for NSW, Walking CVP Research, June 2013
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_‘arg" INSIGHT: Customers who would consider using a wheeled device are more likely to
‘;i.sﬁ Transport be male, risk takers, identify direct routes as important for persuading them to walk
sovemment | FOr NSW  more often/further and less supportive of increased road rule enforcement

Variation in importance of attributes in deciding whether to walk (rather than use some other mode of transport), importance of initiatives for persuading

customers to walk more often/further and attitudes by consideration of various wheeled devices

Which of the following wheeled devices would you consider using? (QF1B)

70%
60%
£ 50% M People who walk
5 (n=1,203)
T 40%
3
o 30%
S 20% M Current and
X ) potential bicycle
10% riders (n=1,001)
0%
Skateboard Scooter Segway Electric bicycle None of these
* A significantly higher proportion of respondents who would consider using a * Assignificantly higher proportion of respondents who would not
skateboard and/or scooter are male (60%) and significantly higher proportion of consider using any of the wheeled devices are:
. . L o
those who would consider using an electric bicycle are male (64%) « Female (56%)

* Compared to those who would consider other devices, a higher proportion who
would consider riding a skateboard/scooter agree that it is fine to take a few risks
on roads and paths if it speeds up your journey (23%) and that pedestrians are an

* Hate sharing paths with scooters and skaters (54%) and hate
sharing paths with bicycle riders (58%)

annoyance to drivers (34%) * Are not supportive of the introduction of congestion charges
. . . . . ¢ . and have attitudes in line with the speed averse respondents
* Having more direct routes and shortcuts available is more important for persuading attitudinal group (41%)

those who would consider a wheeled device to walk than those who would not
L ¢ Overall the majority of respondents would not consider using any
* Increased enforcement of road rules to combat dangerous driving is significantly of the wheeled devices described (66%) and fewer would consider

less important for persuading respondents who would consider a skateboard, riding a skateboard (4%) compared to a scooter (11%), segway
scooter or segway to walk more often/further (12%) or electrical bicycle (20%)

n=1,001 56

Source: Transport for NSW, Walking CVP Research, June 2013
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6. Moments of Truth

The combination of satisfaction with attributes across

the walking journey experience and importance of
attributes in deciding whether to walk (rather than
use some other mode of transport) provides insight
into how TfNSW can improve the walking journey
experience in NSW
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Identify attributes which have the greatest impact on Identify walking journey attributes which are of highest

overall satisfaction with the walking journey experience importance to people who walk

Attributes which have high
importance to customers in deciding
whether to walk (rather than use
some other mode of transport) may
have greater impact on the walking
journey experience

An attribute with satisfaction that is
highly correlated with overall
satisfaction has greater impact on the
walking journey experience

Overall Satisfaction

A Moment of Truth (‘MOT’), in this context, is a walking journey attribute that has significant impact on the walking experience.
It is of high importance to customers and is a stronger determinant of their overall satisfaction
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To calculate a Moment of Truth....

Understand the relationship between Plot the correlation with overall satisfaction of Identify attributes which score high in both
importance of attributes in deciding whether to each attribute against its corresponding share of importance and impact on overall
walk (rather than use some other mode of importance in deciding whether to walk (rather satisfaction. These are the Moments of
transport) and impact on overall satisfaction than use some other mode of transport) Truth (MOT)

Source: Transport for NSW, Walking CVP Research, June 2013 58
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INSIGHT: Moments of Truth fall into the attribute categories of convenience due to
Transport time and connectivity, physical, social and emotional well being, journey ambience
and environment and financial considerations
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Attribute categories as defined by respondents

Safety

(behavior)

Safety
(infrastructure)

Personal
safety and
security

Convenience
due to time

Convenience
due to ease of
access and
connectivity

Trip

Information

Physical,
social and

emotional
wellbeing

Journey

ambience and
environment

Comfort
through

support
facilities

Financial
considerations

Source: Transport for NSW, Walking CVP Research, June 2013

Road users Quality of u @ i g u Appro riateu u
behaving safely v Feeling safe s onvenience o Appropriate Physical health pprop Protection Transport cost
pedestrian Trip distance connecting to X " weather .
around and secure signage benefits s from weather savings
. space PT conditions
pedestrians <
)
— — =]
fu
v v v g =
) _ G
Structures to Adequate s ) EEEEES T Adequat.e trip Emotional Adeqt.@te o
L Trip time work planning : Pleasant route amenities
support safety street lighting L . ; wellbeing N i 7,
education etc information during trip ihd}
C
vl £
safety in More u u Cleanliness of Adequate O
. Clear line of ) Direct access to Time spent footpaths, facilities that 2
pedestrian . convenient X
sight services alone streets and support
space mode . -
public spaces mobility
Capacity of Avoiding . Time spent End of trip
footpath parking Connectivity with others facilities
More
consistent Available route Environmental
mode journey options benefits
time
u Moment of
. L o Truth (high importance
Waiting time at Interchange Intergu;tmg egend: and correlation to
traffic signals accessibility wit . satisfaction)
community
59
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INSIGHT: Moments of Truth can be used to prioritise attributes of high
importance when deciding whether to walk and of greatest impact on
customers’ overall satisfaction

Moments of Truth (MOTs) for people who walk across all purposes

18% 1

16%

14%

Appropriate weather
12% - conditions

10% A

Feeling saf¢ and secure

°
8%

Avoids parking
Environmental benefits
6% - Waiting time at traffic
signals

>

dequate street lighting

rotection from weather Clear line of sight Direct access to services

Structures to support safe,

o

Pleasant route

Time spent with others
Transport cost savings

4% A Road users behaving safel
around pedestrians

Quality of pedestrian space
leanlifess of footpaths,

2% sthgets and public spaces °
Adequate amenites ig® Connactivit

Convenience of connecting )

Time spent alone® o p

Easy access to work,
education etc

Capacity on footpatl'

Importance of attribute when deciding whether to walk (rather than
use some other mode of transport) (*% share of importance)

Physical health benefits

Trip distance

Emotional well being

More convenient mode

More consistent mode
journey time

¢ MOTs for all respondents span the service areas of:

e Financial considerations

¢ Journey ambience and environment

* Physical, social and emotional wellbeing
* Convenience due to time

¢ Convenience due to ease of access and connectivity

¢ Based on this analysis, the following attributes are
identified as MOTs in order of importance when deciding
whether to walk (rather than use some other mode of
transport) :

Trip time

® ¢ Physical health benefits of walking

¢ Distance of the trip

¢ Appropriate weather conditions for walking

e Time required to walk the trip

¢ Emotional well being, relaxation and productivity

¢ Transport cost savings from walking instead of using a
car or public transport

¢ More convenient than other modes of transport
¢ Convenience of walking for connecting to public

during trip

afety in pede

AVallable Tout”options

0% -

@ interchange accessibility

transport

Adequate trip planning

acilities that

Appropriate signage  ~dequatg es tha inf .
0.15 0.2 0.25 —03 sepsemobilitygg T g5 OG5

Correlation with overall satisfaction

¢ Availability of a relaxing, scenic, pleasant route
0.55 06
e Time spent alone

* Ease of access to work, education, or school

Note: n=1,203
* % share of importance represents weighted percentage of total share of importance based on top 3 attributes

selected as most important in deciding whether to walk (rather than use some other mode of transport)
Source: Transport for NSW, Walking CVP Research, June 2013

Note: Median importance of 1.33% and median correlation to satisfaction of 0.364 used as determinants
Outlines the Moments of Truth
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Correlation to

\Walking journey experience attributes Avg. Satisfaction % Satisfied % Dissatisfied importance satisfaction Moment of Truth * Priority

Physical health benefits 8.50 87% 3% 16.4% 0.533 Moment of Truth [d
Trip distance 8.11 82% 4% 12.5% 0.533 Moment of Truth ®
Appropriate weather conditions 7.36 71% 5% 11.4% 0.398 Moment of Truth ®
Trip time 8.06 83% 5% 9.0% 0.596 Moment of Truth [ ]
Emotional well being 8.11 82% 3% 4.3% 0.485 Moment of Truth [ ]
Transport cost savings 7.82 75% 4% 3.2% 0.397 Moment of Truth (]
More convenient mode 7.47 69% 7% 2.9% 0.519 Moment of Truth [ )
Convenience of connecting to PT 7.41 70% 9% 2.6% 0.440 Moment of Truth o
Pleasant route 7.34 70% 7% 2.4% 0.365 Moment of Truth @
Time spent alone 7.77 78% 5% 1.7% 0.393 Moment of Truth @ e
Moments of Truth Easy access to work, education etc 7.39 69% 7% 1.5% 0.401 Moment of Truth [ ) '5’
Feeling safe and secure 7.58 73% 8% 8.5% 0.364 More important |:
L. . Avoids parking 8.01 79% 4% 3.1% 0.343 More important —
Provide mS'ghtS into Direct access to services 7.83 80% 6% 2.2% 0.362 More important (©)
stated and revealed Time spent with others 7.33 69% 6% 2.0% 0.363 More important %
importance of attributes Quality of pedestrian space 6.95 63% 13% 1.9% 0.272 More important GCJ
when deciding whether to Environmental benefits 7.53 70% 4% 1.5% 0.330 More important E
walk Road users behaving safely around pedestrians 6.87 61% 12% 1.4% 0.220 More important (@)
More consistent mode journey time 7.78 76% 4% 1.2% 0.480 More important 2
Interacting with community 6.82 58% 12% 0.7% 0.365 More important
Available route options 7.17 67% 7% 0.6% 0.429 More important
Note: % satisfied i.nc.ludfes responses Interchange accessibility 7.33 66% 4% 0.5% 0.472 More important
7-10 and % dissatisfied includes - -
responses 1-4 on a 10 point scale Capacity on footpath 7.55 74% 7% 0.5% 0.384 More important
Adequate trip planning information 7.10 64% 8% 0.1% 0.428 More important
Green text denotes top 10 satisfied Protection from weather 5.73 37% 29% 1.3% 0.212 Less important
Red text denotes top 10 dissatisfied Adequate street lighting 6.97 65% 12% 1.1% 0.342 Less important
Clear line of sight 7.36 72% 8% 0.9% 0.315 Less important
*MOT calculated based on Connectivity 7.47 74% 7% 0.9% 0.296 Less important
Forrelation to satisfaction an.d Cleanliness of footpaths, streets and public spaces 7.11 66% 11% 0.8% 0.295 Less important
importance score:?:. The median Structures to support safety 6.90 60% 14% 0.6% 0.314 Less important
scores on each axis have been used Adequate amenities during trip 5.89 43% 27% 0.6% 0.264 Less important
as the determinants for the analysis: - -
Median importance of 1.33% Safety in pedestrian space 7.12 67% 9% 0.5% 0.283 Less important
Median correlation to satisfaction of Waiting time at traffic signals 7.09 67% 11% 0.4% 0.321 Less important
0.364 used as determinants Adequate facilities that support mobility 6.59 56% 17% 0.4% 0.364 Less important
End of trip facilities 6.18 49% 24% 0.3% 0.284 Less important
\Appropriate signage 7.16 65% 9% 0.2% 0.322 Less important
Note: n = 1,203 ® Moments of Truth

61

Source: Transport for NSW, Walking CVP Research, June 2013 Important (above median for either importance or correlation with overall satisfaction)
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/. Initiatives

Provides insight into initiatives that could improve the
walking journey experience in NSW for customers. We
ask respondents to trade off initiatives to identify
those that are most / least important in persuading
them to walk more and/or further
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ﬂﬁ’; INSIGHT: A variety of initiatives appear likely to persuade more customers to walk more,
1A R

Transport

Initiatives

Y P T Y PR - Sy ey Y R O Y ikl
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GOVERNMENT fDI' NSW

Importance of initiatives for persuading respondents to walk more often/further
0, -

25% The top five initiatives respondents identified would be most Majority of respondents believe local councils (61%) and
important in persuading them to walk more often/further: state government (50%) are responsible for walking
1.More direct routes and short cuts available to people who initiatives

walk (6.4%)
20% 2.Programs that improve personal safety and security (5.6%)
6 -
3.More pedestrian safety infrastructure (5.2%)
4.Better connected footpaths to more easily access public
transport (4.8%)
Safety from left .
TS welhidtes 5.Improve the connections of footpaths to each other and EVENES
15% places of interest (4.4%) e ——
* social benefits
Y Reduced
§ speed in busy Campaigns on
é. aress benefits of
E Pedestrianisation walking e
o 10% e e School based end of trip facilities
_E: crossing times Programs_ for More amenities
x Directional parents/children at PT interchanges
flow lanes Better connected Projects to
More responsible footpaths to PT promote More faciliti
o sharing of paths mental and Zurin Cltlriles
5% social benefits Sl
More direct
— routes Improved Promotion of | Complete shade Congestion charges
o hysical More pleasant i
ctivit p or rain coverage
enforcement connectivity health benefits routes at interchanges Financial incentives
for walking
0% T T T
i Promotion of
Safety Safety Personal safety Convenlgnce due Convenience due to  Trip information health and Journey ambience Comfort through Financial
ehaviour infrastructure and security ease of access and . and environment  support facilities considerations
(behaviour) (inf ) d securi totime wellbeing d envi faciliti iderati
connectivity
Initiatives by category
Note: n=1,203

Note*:% share of importance represents weighted percentage of total share of importance based on trade-offs of initiatives that are most/least important for persuading respondents to walk more often/further

Source: Transport for NSW, Walking CVP Research, June 2013 63
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INSIGHT: Most important initiatives for persuading customers to walk more are

Walk as part of a linked tri . .
. P P Walk the whole way to/from work Demographic analysis
walking to work to/from work
Top five initiatives of highest importance! in persuading respondents to walk more often/further Analysis across all respondents
. 1. More direct routes . Infrastructure initiatives:
1. More direct routes and short cuts 1. More direct routes and . .
and short cuts available | 6.0% . 7.1% short cuts available to people | 7.8% * More direct routes and short cuts is
le wh Ik available to people h Ik of higher importance for persuading
to people who wa who walk who wa those under 30 (7.1%) and those
living in the Sydney SD (7.05%) to
2. Programs that 2. Better connected walk more often/further
ir'nprove personal 5.7% footpaths to more 6.0% 2. Programs that improve 5.9% « Better connected footpaths to more
¢ d ) easily access public personal safety and security easily access public transport is
satety and security more important for persuading
transport
those who live in the Central Coast
3. Complete shade or (6.7%) to walk
. rain coverage on ke .
3. More pedestrian g y 3. More pedestrian safety .
. 5.2% routes and around 5.9% . 5.2% . S
safety infrastructure oublic transport infrastructure Non infrastructure initiatives:
interchange.s * Increased enforcement (5.2%),
education programs in schools
4. Better connected (4.1%) and longer time given for
4. Better connected footpaths t i pedestrians to cross at traffic signals
footpaths to more 4.79% 4. More pedestrian 5 2% ootpaths 9 more easily 4.4% is more important for persuading
easily access public e safety infrastructure o access public transport e those aged 60 and over (4.5%) to
transport walk more
¢ Projects to persuade physical health
5. Projects that benefits (5.7%) and social aspects
promote the physical 5. Programs that 5. Improve the connections .(3'4%)t°f Wat'k';‘ﬁ arelf’f, h'g.hetrh
health benefits of 4.6% improve personal 5.0% of footpaths to each other 4.3% ',\/Inzzol\:oar:ﬁec;;st olizv;vé:]gglgnnd :nd
walking and get more safety and security and places of interest Northern Rivers regions
people walking

INote: The top five initiatives of highest importance have been colour coded to show variation across trip purposes
Note:% share of importance represents weighted percentage of total share of importance based on trade-offs of initiatives that are most/least important for persuading respondents to walk more often/further
Source: Transport for NSW, Walking CVP Research, June 2013
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) v INSIGHT: Complete shade and rain coverage at interchanges is important for
"‘!—“—!" Transport . 4

Qéﬁ for NSW persuading customers to walk more

Satisfaction and importance with interchange accessibility as part of the walking journey experience

¢ Compared to other journey attributes, importance of ease and accessibility of walking to, between and
Overall share around interchanges is lower (0.46%) when deciding whether to walk (rather than use some other mode of
of importance transport) while satisfaction is higher with 66% of respondents identifying they are satisfied (rate 7-10 out
of interchange of 10) with the ease and accessibility of walking to, between and around interchanges
accessibility is * While there are no significant differences in the importance of interchange accessibility for respondents
0.46% when deciding whether to walk (rather than use some other mode of transport) by demographics, this
attribute is slightly more important to:
¢ Those who most frequently walk as part of a linked trip to work (0.6%) compared to those who most
frequently walk the whole way to work (0.5%) or for other purposes (0.4%)
¢ Those who live in Sydney SD (0.5%) compared to those who live in other regions (0.3%)
¢ Those who connect to a bus (0.7%) or a train (0.6%) compared to other modes of transport (0.2%)
¢ While there are no significant differences in satisfaction with interchange accessibility as part of the
walking experience by demographics, dissatisfaction is slightly higher amongst those who connect to a bus
(9% dissatisfied) compared to the train (5% dissatisfied)

66%

% of respondents

% share of importance
B
x
w
o
!

%
dissatisfied
(1-4 out of

10)
% neutral (5-
6 out of 10)
% satisfied
(7-10 out of
10)

Initiatives at interchanges that would persuade customers to walk more often/further

Initiatives

¢ For all respondents, having complete shade or rain coverage at interchanges is slightly more important
3.9% for persuading them to walk more/further than more comprehensive signage, more facilities or directional
flow lanes at interchanges
* Complete shade or rain coverage at interchanges is more important for persuading respondents to walk
more often/further, for those who:
* Walk most frequently as part of a linked trip to work (5.9% share of importance) compared to
those who walk most frequently the whole way to work (4.1%) or for other purposes (3.6%)
« Live in Sydney SD to walk more/further compared to those who live in other regions of NSW
* Sometimes or usually connect to a bus as part of their journey (5.5% share of importance)
compared to those who connect to a train (4.90%), car (3.79%) or other mode of transport (3.85%)
¢ More comprehensive signage is significantly more important for persuading those aged 30-49 to walk
Complete shade More More facilities at  Directional flow more often/further (4.0%) compared to other age groups
orrain coverage  comprehensive interchanges lanes * More facilities at interchanges is significantly less important to those who sometimes or usually connect
atinterchanges signage to a bus as part of their journey compared to those who connect to other modes of transport
¢ Directional flow lanes is significantly more important for persuading those who live in Sydney SD (2.8%
share of importance) to walk more often/further compared to other regions

% share of importance

Note: n=1,203
Note*: % share of importance represents weighted percentage of total share of importance based on top 3 attributes selected as most important in deciding whether to walk (rather than use some other mode of transpo; ?PI
% share of importance of initiatives represents weighted percentage of total share of importance based on trade-offs of initiatives that are most/least important for persuading respondents to walk more often/further

Source: Transport for NSW, Walking CVP Research, June 2013
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Variation in importance and satisfaction with infrastructure that supports pedestrian safety (e.g. barriers, crossings)

« Satisfaction with ‘adequate structures that support pedestrian safety’ (average satisfaction of 6.9 out of 10) is slightly lower than the overall average (7.4)

e More of those who walk the whole way to work (68% satisfied) or walk as part of a linked trip to work (62% satisfied) are satisfied with current infrastructure for
pedestrian safety compared to those who walk most frequently for other trip purposes (58% satisfied). When compared to all other journey experience attributes,
pedestrian safety is of lower importance to those who walk for other trip purposes compared to most other aspects of their journey experience (0.4%)

* Overall importance of this attribute is low. Regional respondents place lowest importance on this journey attribute (0.1% share of importance), while respondents
living in Sydney SD, lllawara and Hunter identify infrastructure that supports pedestrian safety as being of higher importance (0.9%)

e Having more pedestrian safety infrastructure ranks as the 3 most important initiative however there is no significant difference in importance across varying
demographics and trip purposes

Infrastructure supporting pedestrian safety is Satisfaction with infrastructure supporting Having more pedestrian safety infrastructure is important
of lower importance than other attributes, pedestrian safety is of higher satisfaction for Persuading customers to walk more and/or further
especially for regional respondents amongst those that walk the whole way to
work most frequently
o
0.9% : 68% Sydney SDn=726  mlllawarra and Hunter n=219  ® Regional NSW n=258
08% 58% 62% 70% ———————— '
0.6% 5 6% 6.0%5.9% : 1
5.4% >°7° 5.3% % 53% | B
: 2% 4 oo I 49%51%
1 : 4.4% 4.3% 4.4% 4.5%
| I
i 1
i 1
R I i
0% 1 1 I
I ! ! I
I H ! I
T T 1 i | 1
] ! | ) T
Sydney SD lllawarra and: Regional I Overall o e 1 o : s =
n=726 Hunter INSW n:258: % Dissatisfied %ANeutraI % Satisfied 5 ° g 5 : 52 1 2 % 4 g
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4+ [T 0w 5 c @
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Source: Transport for NSW, Walking CVP Research, June 2013
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,ﬁ.ﬁk INSIGHT: Safety on shared paths is less important for persuading customers to walk
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Variation in importance and satisfaction with behaviour on shared paths between people who walk and current and potential bicycle riders

e Although the percentage of respondents satisfied with others’ behaviour on shared paths while walking is high, the average satisfaction score of 7.1 is below the overall
average (7.4) across walking journey attributes. Bicycle riders and potential bicycle riders however express high dissatisfaction with others behaviour on shared paths when
compared with other bicycle riding journey attributes and respondents

¢ Respondents who ride a bicycle or are open to bicycle riding place slightly higher importance on safety on shared paths (0.9%) than those who walk (0.5%) however, the
importance of shared paths is lower than other walking and bicycle riding journey attributes

* When asked to trade off initiatives that would persuade them to walk/ride a bicycle more often/further, the initiative ‘enabling pedestrians and bicycle riders to share
dedicated off road paths more responsibly’ was more important to current and potential bicycle riders (6.3% share of importance) than to people ho walk (3.6% share of
importance)

. Most important initiatives for persuading participants to walk Ranking 10th

5.6% 5.2%

4.8%
6 4.4% 4.2% 4.1% 3.9% 37% 1 36w 1

Satisfaction with shared paths is lowest for potential and bicycle riders
compared to people who walk?! I I I I l l
67%

5 o . c - o > 0% 2 o0 < - @
v L¥=2 o8 sev  wvs 2o gL wTR o8 2%
=9 > © e s > Vv o & > .= © e v = [TN) [
TS £85 588 EBLE 9% 285 855 25% S5 158
o o 5 L= 7] Y a v o 2% L o © =
ge ®22 23T o585 FE 2§ 558 Egf gz 129%
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Ranking 3rd Most important initiatives in persuading you to ride a bicycle!
o
6.8% 6.7% I 63% 1 o
1 p 80% 5.6%
I i 4.7% 4.6% 0
I i 3.6% 3.3% 3.3%
I I
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1 Note: Source is Transport for NSW, Cycling CVP Research, June 2013
Source: Transport for NSW, Walking CVP Research, June 2013
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M’; INSIGHT: Customers who are supportive of prioritising walking have highest average
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a a
walking as more important for persuading them to walk more/further

Speed averse Health, environment, safety and | supportive of prioritising walking
(42% of respondents)

security aware (35% of respondents)

(23% of respondents) “Pedestrians should have priority... | wouldn't mind
“| often feel anxious about my personal safety and less road space for cars if it meant more street space
security... | prefer to walk away from roads” for walking

“I think speed limits should be reduced around schools
and in busy city/town centers”

How satisfied are | overall? How likely is it that | would recommend walking instead of using another mode of transport?

* Average satisfaction with walking overall: 7.9 * Average satisfaction with walking overall: 7.6 * Average satisfaction with walking overall: 8.3

* NPS:-8.2 * NPS:-14.1 * NPS:-3.8

* Higher dissatisfaction with attributes relating to * Higher dissatisfaction with attributes relating to * More satisfied with most walking attributes
physical, social and emotional wellbeing compared comfort through support facilities in particular compared to other attitudinal groups in particular,
to other attitudinal groups adequate facilities that support mobility and those relating to infrastructure and support facilities

different abilities

Which initiatives are most important for persuading me to walk more often/further?

* More direct routes and short cuts available to * More direct routes and short cuts available to * More direct routes and short cuts available to
people who walk people who walk people who walk

e Programs that improve personal safety and security | ¢ Programs that improve personal safety and security | ¢ More pedestrian safety infrastructure (e.g. barriers,
(e.g. better street lighting, no dark corners on (e.g. better street lighting, no dark corners on refuge islands, crossings)
routes, people around) routes, people around) e Programs that improve personal safety and security

* More pedestrian safety infrastructure (e.g. barriers, = * Better connected footpaths to more easily access (e.g. better street lighting, no dark corners on
refuge islands, crossings) public transport routes, people around)

Which initiatives are more important for persuading me to walk more often/further compared to other attitudinal groups?

* Reduce speed zones where there are lots of people ¢ More direct routes and short cuts available to * Campaigns to persuade people about the benefits of
walking people who walk walking to the transport system and them
¢ Complete shade or rain coverage on key routes and ¢ Programs that improve personal safety and security personally
around public transport interchanges (e.g. better street lighting, no dark corners on  Congestion charges for car drivers coming into busy
* Stop vehicles turning left with red traffic light while routes, people around) cities / towns in peak hours
pedestrians cross * Better connected footpaths to more easily access * Financial incentives and discounts for people who
public transport walk to work

Source: Transport for NSW, Walking CVP Research, June 2013 68
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8. So what does this all mean?

The relationship between attributes, importance,
satisfaction, initiatives and choice trade offs...
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Current walking journey experience
What do customers value about their current walking
experience?

Transport
for NSW

Understanding
importance and
satisfaction
together
provides greater
insight into
aspects of the
walking journey
experience to
improve, build
on and maintain,
driving by the
customer
research

DRAFT

CONCLUSION: Understanding importance and satisfaction
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ote walking is vital

Initiatives that are perceived to increase walking
What is most important in persuading customers to walk
more/further?

Satisfaction with
walking journey
experience attributes

Understanding
what is most /
least important
in persuading

cucstomercs to
CUsSIomers 1o

Initiatives important
for persuading

Moments of

customers to walk more
often and/or further

walk more based
on choices they

Importance of walking make when
journey experience asked to tradeoff
ib e decids initiatives helps
attributes in deciding to prioritise
whether to walk (rather future
than use some other investment

mode of transport)

Source: Transport for NSW, Walking CVP Research, June 2013
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i‘iﬁ’; CONCLUSION: TfNSW should leverage the physical health benefits to promote
NSW |for NsWw  *° :

18%

L. . o What attributes are customers satisfied with?
Maintain — continue to maintain

attributes that customers are
satisfied with

3.5%
Physical health
16% benefits @ O Transport cost savings O
14% _O Appropriate O ‘ Avoids parking
° weather Trip distance o A .
conditions . E t 3.0%
12% T O
. 8 % . More convenient mode
- Ry
10% Feeling safe and Trip time E E i X
secure Y £ s P Convenience of connecting
o [ L s to PT .
8% o O 25% =
g % 270 Pleasant route [
o Adequate S o ©
6% amenities ";; E . v
during trip S < @ Direct access to services e
4% - i v —
Prgtection fro = — = Emogz?nagl vell 2 RE 2.0% - Quality of pedestrian space Time spent with others TU
- .
2% - weather End of tiip ‘ g L . —
[ ) facilities © I Time spent alone ;
Q
0% T ._ "'. T T T 8 : Easy access to work, . 8
5.5 6 6.5 / /.5 38 8.5 9 § g . Road users behaving safely education etc o]
g 5 1.5% around pedestrians o @ cnuironmental benefits )
P ié More consistent mode _(CU
'.S 3 Adequate street lighting . Journey time ;
Improve: high priority — focus on 29 o
. . . . -~ . H H
improving attributes of high S E 1.0% 1 Clean“nesds OfbeOtpaths’ Cleag™® Ofaghéonnectivity @
. . .. streets and public spaces
importance in the customers decision s 5 P P
L <
to walk (rather than use some other S s Strucges @support safety
mode of transport) ([ ) @ Available route options
P .. . 0.5% - Interacting with community  Safgty in pedestrian space  Capacity on footpath
Improve: lower priority — improve : J é o
attributes of low satisfaction Adeauate faclities that — - ing time at Interchange accessibility
equate facilities that  traffic signals@) Appropriate signage
support mobility Ad te trip planni
Build on — invest in attributes of high 0.0% @ "ed el TP Panning
. . . . . 0 T T T T
importance and high satisfaction
6.5 7 7.5 8 8.5
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1“5’; CONCLUSION: Non infrastructure interventions, such as information and

NSW gor??fg;rt promotion, are important for persuading customers to walk more

GOVERNMENT

What do customers value about their current What is most important in persuading customers
walking journey experience? to walk more/further?
IS
S5 18%
g & G 4%
Physical health o )
B § 16% - u benefits 2
£ 5 €
0 = S
g S 14% - A % A
[\J) 2.8% 2.8%
g g Most g %
§ g 12% - impo‘rtant = o @
o attribute < R 1.9%
S 2 V% 5% 1% €
S8 0% 5 1% =
St £ )
[N} 8% - =
Q& Q wn
Qo Q ()
£2 6 , , S o
g S Tlme:t’:z:;w'th Transport cost Emotional well being g s 9 ° s . o " E’ P P g :g o)
x savings © © o % o £ £ <z oo 0 S S )
o X a9 o 2 ® & Ec & o I T g s 3 & Y
] g Appropriate signage & Environment. S 3 ? € cggo 2 £ 2 3 G s w0 o =
_g " : benefits = LG’ wn .GZJ g 2 E)D 2 ﬁ %D % © L _5 3 E _5 ;
QL O 2% Interacting with . ) E 22 a o £ 55 c S = g - Z > = =
S = community g D Time spent alone s £% S e 2% o3 > 5] ¢ 4] g g g o
3 AdequtEtrip S 5§ % £8 8£ g £ & £ P & o g A
S £ 0% . | ‘ planninginlformation : | _g < -] ‘g_ g.(—g § g .%: ‘g g § S ;’E: E E
< S 8 8 =8 8% F 5 F 3 s § 8
s 3 6.5 7 7.5 8 8.5 9 = ¢ o 2 5 8 - & g s s
What attributes are customers satisfied with? & s 2 § 2
a w
« Satisfaction and importance for physical health benefits are both high « Aligning to the attribute identified as most important within this
however appropriate weather conditions is of high importance to category, promotion of physical health benefits is most important for
respondents but currently low satisfaction. This is however, of limited persuading customers to walk more often/further
control by TFNSW * Respondents place above average importance on the initiative of more
* Attributes of cleanliness, pleasantness of route and interactions with comprehensive signage in and around city/town centres and
community all have lower satisfaction compared to other ambience interchanges showing walking time, distance and routes to key
and well being related attributes. destinations for persuading them to walk more often/further

Note: Allocation of attributes to the ambience and well being category identified based on unprompted allocation by participants in the qualitative research
u Moment of Truth
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CONCLUSION: Pedestrian safety and personal secu
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rity are important aspects of

What do customers value about their current
walking journey experience?

9.0%
Feelingsafeand @

8.0% A secure /

5t most
7.0% - important

attribute
6.0% A
5.0% A
4.0% -

3.0% - Road users

behaving safely Quality of
2.0% 4 around 'Y pedestrian space
pedestrians ‘ )
Adequate street Clear line of sight
1.0% - [ ) lighting Capacity on
. Structures to . Safety in PY footpath
0.0% support safety pedestrian space
B 0 T T T T T T T T

What attributes are important to customers in deciding
whether to walk or use some other mode of transport?

6.8 6.9 7 7.1 7.2 7.3 7.4 7.5 7.6

What attributes are customers satisfied with?

Having quality footpaths, streets and public spaces and the behaviour
of others is important to respondents however satisfaction is low for
these aspects

To improve current satisfaction with walking in NSW, TfNSW should
focus on improving these aspects as a high priority, while maintaining
clear routes, free of obstructions, clear line of sight and improve
personal safety and security

7.7

What is most important in persuading customers
to walk more/further?

5.6%

5.2%

3.7% 3.6%
3.3%

What initiatives are most important to customers?

— . i+ .
© s ) o £ 2w 5] s o ann
o & T £ 52 25 @ =] > QL c
= 2 _ 3 ©g3 T3 & 5 z 9 82, ®E
w52 8206 0w 23 0 s 2 ] v © 0w S LA =)
EZT T2 g EE 25 %5 T O - < £S5 B3O
o [T~ 0 g a © 2 o Q © © Q5
© 5 025 L oo & g o a & T & 5]
S 00 Q ® G c 2 ® o > 0w T 2 o — o Q& =
@ > @ v © c o O o @ = c jd . © @ L o 000G
O ow I & =& © 3 3 o= © T < 030 >—- 9
a & ] c = T 2 S © =3 Qo .80 s 2w o E
s £ ] Q o ¢ O c® a g S5
£ < S n © £ a 9
£ - = £+

2 of the top 3 most important
initiatives to all respondents

* 2 of the top 3 most important initiatives for all respondents relate to
safety and security aspects of their walking experience

* Providing more pedestrian safety infrastructure will persuade more
customers to walk more/further as they feel safer while walking

* For those that currently don’t walk to/from work, increasing
enforcement of road rules and illegal parking that endangers pedestrians
would persuade them to walk more and/or further

Note: Allocation of attributes to the safety category identified based on unprompted allocation by participants in the qualitative research

u Moment of Truth
Source: Transport for NSW, Walking CVP Research, June 2013
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iﬁﬁ’; CONCLUSION: Trip time and distance are important to customers as part of their
NSW Transport walking journey experience however more direct routes and better connected
sovemmer | FOr NSW  footpaths to PT would persuade customers to walk more

Q
X

The most important initiative in

7 7.2 7.4 7.6 7.8 8 8.2 persuading respondents to walk
more and/or further

What do customers value about their current What is most important in persuading customers
walking journey experience? to walk more/further?

e %
3 S 14% S
S QP g
% § Trip distance -8 6.4%
[, 0
= :: 12% -~ 2" most u 3
g © important o .
g % attribute = c
..?; g 10% - Trip time E 8
3 % S
o £ / U Q 1S
2% o £ =
S o 4t most 3 (4]
S .
= & important s} -
g S 6% - attribute E =

L < Q
E g S o
o ©n
S S 4% More convenient ; Avoids parking g o
- 5 Convenience of mode Direct ascess to S -l(%i
] connecting to PT services g -
3 3 ® £ =2

0, . . =

TS ] ZW/:itingtimeAvag;l::Z,:uﬁite hange Easy access to work, +— Moredirect routes  Better connected Improve connectivity Pedestrianisation of ~ Directional flow
B & attraffid signals accessibilisd 8ucat'0n ete @  vore consistent mode _g footpaths to PT streets lanes o
S < . ‘Y Connectivity journey time g (Vp)
=S
S o
L <
= 3

What attributes are customers satisfied with?

¢ Both trip time and distance are important to respondents out of all
convenience related attributes. Both attributes have above average
satisfaction

* Trip distance has the 2" highest overall share of importance compared
to other attributes (12.5%). This attribute is significantly more
important than other attributes

¢ Although connectivity is of lower importance to customers, satisfaction
is generally high

¢ Having more direct routes is the most important initiative for
persuading respondents to walk more often/further across all trip
purposes. This aligns strongly to the attributes valued by respondents
of trip time and distance

¢ Both having better connected footpaths to public transport and
improved connections of footpaths have above average importance
compared to other initiatives.

Note: Allocation attributes to the convenience category identified based on unprompted allocation by participants in the qualitative research
u Moment of Truth

Source: Transport for NSW, Walking CVP Research, June 2013 74
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What do customers value about their current
walking journey experience?

2T
= <
T 9 120%
S QU
S § vl
© g Appropriate weather
R conditions
%

v ‘06. 10.0% /
L (\J)
§ g 3 most
“7‘1 &€ 8.0% A important
a E attribute
e s
E. Y 6.0%

) 0% 1
£ E
S 9
Qo
Q wn

3]
E o 40% -
= 3
E S Pleasant route
o S Protection from

« .
3 T 2.0% - weather Adequate amenities Cleanliness of n
52 during trip _ footpaths, streets an
3 . Adequate facilities public spaces
Tg S End of trip facilities that support mobility 6
B . .
S Y 0.0% .
P
_g g 55 5.7 5.9 6.1 6.3 6.5 6.7 6.9 7.1 7.3 7.5
=3

What attributes are customers satisfied with?

¢ Of the comfort and ambience related attributes, appropriate weather
conditions, protection from weather conditions and pleasant route
have the highest importance. These attributes are slightly more
important for those that walk for a linked trip to work than other
purposes

What initiatives are most important to customers?

What is most important in persuading customers
to walk more/further?

3.9%

More facilities
during trip

More facilities at  More end of trip
interchanges facilities

Complete shade or  More pleasant
rain coverage at routes
interchanges

¢ Having complete shade or rain coverage at interchanges and more
pleasant routes are the most important initiatives for respondents
within the category of comfort and ambience. This aligns strongly to
the attributes valued by respondents

* Having more amenities and facilities during their trip (e.g. drinking
fountains, benches, toilets) is more important to customers than
having more facilities at interchanges or the end of their trip

Note: Allocation attributes to the comfort category identified based on unprompted allocation by participants in the qualitative research

u Moment of Truth
Source: Transport for NSW, Walking CVP Research, June 2013

CONCLUSION: Complete shade or rain coverage at interchanges and more pleasant
routes are important initiatives for persuading customers to walk more however
customer are dissatisfied with these aspects of their journey experience
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How do needs differ across the NSW population?
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8. Needs and segmentation

Identifying needs and initiatives important for
persuading customers to walk more/further
provides insight into understanding unique groups

of customers




;[i‘j]; Overview of approach to identifying needs sets based on customer

Transport
Qﬁw for NSW

reéSeaicC

Trade-off of initiatives using MaxDiff scaling
(form of conjoint analysis)
Purpose: To identify areas that are most / least

important in persuading individuals to walk more
and/or further

Latent class analysis using MaxDiff scaling
data
Purpose: To identify and display similarities between

initiatives (i.e. which initiatives are similarly found
important by similar respondents)

Allocate respondents to needs set

Purpose: Uses individual respondent estimates
forimportance weights and is derived from the
latent class analysis

Overview of approach:

* Respondents were shown 15 tasks, each with 6 sets of
initiatives

* They were asked to identify which is most / least
important for each task

* Analysis was then undertaken to identify prioritised list
of initiatives

Example choice task shown to respondents:

Most Least
important important

Campaigns to persuade people about
benefits f walking

O Walking projects that promote mental
and social benefits

Signage in and around city/town
centres and interchanges

Increase enforcement of dangerous

Financial incentives and discounts for O
people who walk to work

Easier access to walking times / better
route information

Overview of approach:

* Undertake latent class analysis to identify groups of
customer with similar underlying needs based on
initiatives

¢ Display the common needs sets using correspondence
analysis to produce a map of the initiatives with spatial
distance between initiatives representing similarity

Example correspondence map displaying needs sets:

—___Connectivity and flow

Safe behaviourand
security

Overview of approach:

 Allocate each respondent to one needs set based on
the sum of importances of the initiatives within that
needs set being greater than for any of the other needs
set

Example needs sets identify showing % of respondents

allocated to each needs set:
f v
@ |

“Ivalue comfort while “Ivalue a direct route and “Ivalue my safety and “Ivalue the physical
walking supported by reduced delays” security through health and emotional
adequate facilities and infrastructure improvements well being benefits |
aaaaa ties” and the safe behaviour of get from walking”
other road users”

Customer needs

Pedestrian safety
and personal security

Supporting
facilities

Connectivity and flow

21% of respondents 28% of respondents 28% of respondents 23% of respondents

Source: Transport for NSW, Walking CVP Research, June 2013
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Customer needs

N\

U Connectivity and flow AzeleSEn Sy
facilities and personal security
“l value comfort while “l value a direct route and “l value my safety and “l value the physical
walking supported by reduced delays” security through health and emotional
adequate facilities and infrastructure improvements well being benefits |
amenities” and the safe behaviour of get from walking”

other road users”

21% of respondents 28% of respondents 28% of respondents 23% of respondents
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21% of . 28% of L. 28% of . 23%of
respondents Suppor"rmg respondents Connec‘ruvu‘ry and e Pedes‘rman safeTy respondents

facilities flow and personal security

~

Initiatives that are most important for persuading more customers to walk more often/further

e Complete shade or rain * More direct routes ¢ Increased enforcement of road * Promotion of physical
coverage at interchanges  Better connected footpaths to rules health benefits
* More facilities during trip PT * More pedestrian safety * Projects to promote
« More facilities at « Improved connectivity infrastructure mental and social benefits
interchanges A ¢ Reduced speed in busy areas ¢ School based programs for
® jviore piedsdrit routes rents/children
* More comprehensive ¢ Longer pedestrian signal phases pa
slgnage ¢ Programs that improve personal * Campalgns on benefits of
. walking
safety and security
Best predictors of customer needs
* Region (more likely Sydney * Age (less likely 16-29) * Employment status (not * Age (more likely 50+)
SD) * Employment status (more likely currently working or retired) * Region (more likely Non-
* Most frequently walked o] employed full time/student) « Age (more likely to be 60+) ® Sydney SD)

.. * Employment status (more
likely retired)

. * Household income (more likely
over 70K)

trip purpose (most likely to -
walk to work)

/

Source: Transport for NSW, Walking CVP Research, June 2013
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enforcement
of road rules

footpaths to PT

routes 1

* T . . epegs .
L] 0
. CONCLUSION: For 21% of customers, initiatives to improve supporting facilities, in
ey | Transport
NSW particuiar compiete snade or rain coverage, are most impoitant in persuaading
GOVERMMENT fﬂr NSW
them to walk more
Supporting facilities needs set
45% -
___________________________ -
0% : Initiatives in the comfort through support facilities category have 1 M Average across all
0 I the largest share of importance for 21% of the respondent base for | respondents
1 persuading them to walk more often/further. In particular, |
35% A I complete shade or rain coverage on key routes and around public : B
I transport interchanges (e.g. bus stops, train stations, light rail I I |
I stops, ferry wharves, car parks) is the most influential initiative for | | :
30% I persuading this group to walk more often and/or further I |  Moreend of
__________________________ = I trip facilities :
: | - F
g 25% A More facilities 1
fu I during trip 1
o |
aQ I |
g 20% - More facilities at  ||o
S Improve ped safety ! interchanges |
o frgl left [ I I
© turning vehicles . 1
< Lo | Encourage social |
More responsible [ ] More local Campaigns on |
sharing of paths walking events benefits of walking 1 1
10% 1 ] Pedestrianisation ;S)izzz:lisfic: : gsg?r:e:cfvihrzgz |
in busy areas of streets Walkl.apps/ parents/children i -t interchanges : |
Al Directional flow Improved e Financial incentives
5% - “ connectivity P:Jes:: ;:Iﬂcra;f';:z;? 1 for walking
Increased i ! | u
More direct routes [EEEACECUUCEED More pleasant | !
[|

0% -

Safety
(behaviour)

T T
Convenience due Convenience due to
to time ease of access and

connectivity
ariu Lutinicevily

Initiatives by category

Safety Personal safety
(infrastructure) and security

Trip information

Promotion of physica
health benefits
- 7

Promotion of
health and
wellbeing

Journey ambience | Comfort through

Congestion charges
|

Financial
considerations

Note: n=261

Note*:% share of importance represents weighted percentage of total share of importance based on trade-offs of initiatives that are most/least important for persuading respondents to walk more often/further

Source: Transport for NSW, Walking CVP Research, June 2013
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alﬁ’; CONCLUSION: For 28% of customers, initiatives relating to connectivity and
NSW gor??fs,p? rt, flow in particular, more direct routes, are most important in persuading them

to walk more

Connectivity and flow needs set

45% 1 NN BN B M B BN RSN BN MEEE BEEE BEEE BEEE RSN BN MEEE BN MEEE BN BN AN M M M B B S SEE S S S .
ro . . . |
; Initiatives in the convenience due to time and Convenience due to ease of I
| access and connectivity initiatives categories have the largest share of I
40% 1 | importance for 28% of the respondent base in persuading them to walk more |
I often/further. More direct routes and short cuts available to people who |
o | I walk is the most important initiative for persuading this group to walk more |
35%
I' often and/or further ! B Average across all
i | respondents
30% A
| 1
Y 25% - | I
c I I
(]
: | |
Z 20% ! :
6 -
E 1 |
Y Directional flow I
8 L | [ ]
E 15% - Improve ped safety 1 Pedestrianisation I School based programs
g from left | of streets 1 More loca! for parents/children
S turning vehicles 1 - | walking events Campaigns on
1 1 benefits of walking
10% . I Better connected I Push notifications via More end c’trip facilities
Longer pedestrian _ footpaths to PT real time traffic app
ignal phase | |MerRaEE: s | Promotion of physical
R_ed;ced speed 1 1 health benefits
5% | EyEEYE——n I ' o during trip___ [N
sharing of paths 1 Improved I Projects to More Bleasant Complete shade or [SESS— :
creased enforceme I connectivity 1 mental and fefiES rain coverage Financial incentives
social benefits i for walking
0% of road rules 1 at interchanges
Convenience due Convenience L . . ) ) )
Safety Safety Personal safety | to time due to ease : Trip information Promotion of  j5yrney ambience  Comfort through Financial
(behaviour) (infrastructure) and security 1 r health and and environment  support facilities considerations
I ofaccessand | wellbeing
connectivity I
ANC.CQONECTMITY.
Initiatives by category
Note: n=322

Note*:% share of importance represents weighted percentage of total share of importance based on trade-offs of initiatives that are most/least important for persuading respondents to walk more

often/further
Source: Transport for NSW, Walking CVP Research, June 2013
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:%3—!\; Transport CONCLUSION: For 28% of customers, pedestrian safety and personal security
sovemment | FOF NSW  initiatives are most important in persuading them to walk more often/further

Pedestrian safety and personal security needs set

45% 4 -
: Initiatives in the safety (behaviour), safety (infrastructure) and |
P ol I personal safety and security initiatives categories have the J
o . .
I I largest share of importance for 28% of the respondent base in :
1 1 persuading them to walk more often/further. Initiatives to I
359% | | improve pedestrian safety (more pedestrian safety I B Average across all
| I infrastructure and increased enforcement of road rules) are the | respondents
1 I most important initiatives for persuading this group to walk 1
30% : : more often and/or further |
]
% |
§ 25% Morg responsible 1
© sharing of paths 1
£ |
o Improve ped
Q safety from left |
g 20% 1 turning vehicles 1
©
() Lon, i ! u
o ger pedestrian I
_&U 15% signal phases I More local
o
X ! ] -Encourage social walking "
10% Increased 1 Pedestrianisation Projects to promote | | a,\t/li(:tee_r::ﬁ::le;s
? enforcement 1 of streets mntal and social benefits g
of road rules 1 u Campa|gns More end of -
Directional IFaTeves School based trip facilities More facilities
1 flow lanes connectivit _ programs for —— during trip
5% 1 Y parents/chlldren [ o )
Reduced speed I . Better connected _ ) Flnanma-mentlves
in busy areas More direct routes ¢ © Promotion of 3
1 footpaths to PT _ ezt el benefl More pleasant rain coverage at
0% T routes . lado a0 oo
saf Saf p | saf 1 Convenience due Convenience Trio inf . Promotion of ) bi Comf h h Fi ial
1 X ; e.ty o afety ers;)na sa. ety | to time due to ease rip information health and oudrney ?m ience Com ortft rTug |.r:1anua?
1 (behaviour) (infrastructure) and security : of access and wellbeing and environment  support facilities considerations
L e e e e e e e e e e e e e = = = connectivit
ana connech/lty
Initiatives by category
Note: n=345
Note*:% share of importance represents weighted percentage of total share of importance based on trade-offs of initiatives that are most/least important for persuading respondents to walk more
often/further 83

Source: Transport for NSW, Walking CVP Research, June 2013
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m CONCLUSION: For 23% of customers, initiatives relating to the promotion of
ey | Transport  health and wellbeing benefits of walking are most important in persuading

NSW e
s | fOr NSW them to walk more often/further

Health and well being needs set

45% 4 I
. T T I ! I
; Initiatives in the promotion of health and well being category | I
40% - | have the largest share of importance for 23% of the respondent | | :
| base for persuading them to walk more often/further. | | I
I Moreover, promotion of the physical health benefits of walking ! : Encourage v
35% - I is the most important initiative for persuading this group to walk : I social walking  J b=
' more often and/or further I I Q
e e e e e e e e e e e e e - - I Campaignson [} [m Average across all e
30% - : benefits of walking | respondents 2)0
I m
K I ge)
3 | School based |l c
g 25% - I programs for ©
"CL; : parents/children I ﬂ
o
£ I | (]
= 20% - Projects to promotef] (%]
° 1 mental and I %
o [ ] | social-benefits boT)
© Improve ped safety 1 1 ()
& 15% - from left I [ >
< turni hicl
= |rning venicies 1 1 More facilities
1 | ] at interchanges
pLZIBN More responsible 1 More end of
sharing of paths [ ] Walking apps/ ! Promotion of [ trip facilities Complete shade
pedestrianisati web Pages il physical health orrain coverage
Reduced speed ECESHIEN SEH O I - | at interchanges
i of streets
5% - in busy areas 1 1 . 1 .
S EIR IER S mproved connectivity I [ _ Financial centives
Better connected I | More plteasant iliti
routes
0% footpaths to PT |
i Convenience Promotion of |
Safety Safety Personal safety Conv::;ei:;e due due to ease Trip information | health and I Journey ambience Comfort through Financial
(behaviour) (infrastructure) and security of access and | wellbeing I and environment  support facilities considerations
connectivity : |
ana connecuvity | o e e - —
Initiatives by category
Note: n=275
Note*:% share of importance represents weighted percentage of total share of importance based on trade-offs of initiatives that are most/least important for persuading respondents to walk more
often/further 84

Source: Transport for NSW, Walking CVP Research, June 2013
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Qéﬁ Iorfﬁspﬁrt each finding different propositions more appealing

The six

433

segments vary across region and age groups

—

Working older people (5%) 2

We are aged 50 years and over, live with our
partners and have no dependent children. We
walk to/from work frequently and have
positive attitudes towards walking. We use
cars less and rather use a bus/coach as a
mode of transport. We value convenience,
personal safety and security, physical health
and social/emotional well being benefits of
walking. We would be persuaded to walk
more often/further through improvements to
pedestrian safety and personal security,

Working regional parents (15%) ﬁ

=

We live in a separated/detached house and have 4
off-street parking. We tend to be females
employed on a casual basis who do not have
tertiary qualifications. We walk for the purposes
of shopping, running errands and
socialising/recreation. Physical health and
social/emotional wellbeing, comfort and journey
ambience of walking are important to us. We
are the least satisfied group and would be
persuaded to walk more through improvements
to pedestrian safety, personal security,
connectivity and flow

EJ
=
)\\.

Working metro movers (16%

We live in Sydney SD and walk to/from work.
More of us are aged 25-39 with no dependent
children. We are well educated and considered
to be transport leaders by our friends / family.

While the majority speak English at home, a
significantly higher proportion speak other
languages at home such as Cantonese or

Mandarin compared to other segments. We do

not own a car and more of us walk the whole
way to work. We tend to value cost savings from
walking and would be persuaded to walk more
through improved connectivity and flow

connectivity, flow and supporting facilities

Other NSW regions?

o

Active older people (29%)

We live in Sydney metro and regional NSW and tend
to walk for the purposes of shopping, running
errands and socialising/recreation. We are 65+ and
usually walk in the middle of the day for trips of 15
mins or less. We support speed reduction in busy
areas and are not great risk takers. We dislike
sharing paths with other mode users and value
journey ambience, convenience and pedestrian
safety. Improvements to safety and security and
promotion of the health and social/emotional
wellbeing benefits of walking are most influential in

Healthy enthusiasts (13%) \ 7%%

We live in regional NSW, are 50+ and female. We
generally walk for physical activity in the early
evening. We are satisfied with the walking
experience and are willing to walk long distances.
We highly value the physical health and
social/emotional well being benefits, personal
safety and security. We are the most satisfied
group and would be persuaded to walk more
often/further if there were improvements in
pedestrian safety and personal security and
through the promotion of the physical health and
social/emotional well being benefits of walking

persuading us to walk more often/further

Sydney
SD!?

Younger metro movers (21%)

We live in Sydney SD, are more of us are aged
16-24 years old compared to other segments.
We tend to be single males and risk takers. We
are employed full-time and walk to/from work
or are full-time students walking to/from
university and running errands. Improvements to
connectivity and flow, pedestrian safety and
personal security are most influential in
persuading us to walk more often/further

Source: Transport for NSW, Walking CVP Research, June 2013

1Sydney SD includes Inner Sydney, Parramatta, Penrith, Other Sydney
20ther NSW includes: Illawarra, Central Coast, Newcastle, Central West and Far West, Lower lllawarra, Southern, Murray-Murrumbidgee, Mid North Coast, New England and Northern Rivers Regions
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CONCLUSION: The four sets of needs are represented across the six customer
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Who are we? q What journey experience attributes are more important to us?
e Majority live in Sydney SD (100%), in a unit/flat (44%, higher than all other . - - - -
segments), are 25-39 years old (62%) and do not have dependent children Financial considerations Convenience due to ease of Safety (Infrastructure)

(83%) access and connectivity

) X . . Transport cost savings from Adequate structures that
Me.mt?ers of this sggment ar? equ.ally likely to be male (49%) or:emale (51%) walking instead of using a car Convenience of walking for support pedestrian safety
Majority have achieved a University / Post Graduate degree (53%), are or public transport connecting to public (e.g. barriers, crossings)

employed full time (59%) or part time (17%) and work in the private sector transport

(62%) as a professional (41%) or clerical or administrative worker (21%)

Members of this segment span all income brackets; a higher proportion have
yearly household income >$150k (16%) compared to other segments = What are we more/less satisfied with than other segments?
While the majority speak English at home (64%), a significantly higher

1 0/«
proportion speak other languages at home compared to other segments(36%; Avg. satisfaction: 7.8/10 mt cost

15% Cantonese/Mandarin) . )
savings from walking

Higher proportion agree that family and friends often ask their opinion about /ase of access to work,  instead of using a car
transport (28%, higher than other segments) S~—— — education, or school (83% satisfied + very

Interacting with community Ease and accessibility of walking o L iSfi
How do we travel? members (19% dissatisfied + to, between and around g&:i:ﬁs:;;sfled *+very satisfied)
* Members of this segment walk most frequently as part of a linked trip to/from very dissatisfied) interchanges (78% satisfied +

very satisfied)

work (58%) or the whole way to/from work (42%) and walk less frequently for
the purpose of shopping (80%) and for physical activity (43%, lowest of all
segments) less often ]

Of those who travel most frequently as part of a linked trip to/from work, 63% What would persuade us to walk more and/or further?
usually connect to a train and 40% to a bus

Generally walk 5+ times per week (70%) on weekdays only (74%) for a ' \
distance that is under 2km on their way to their destination (83%) for 10-15
mins (65%)

The majority start their trip in the morning before 10am (78%) and return in
the early evening between 5-7pm (42%)

22% live less than 2km from their workplace (the majority of which walk most
frequently all the way to work) and 54% live 5km or further from their
workplace of which the majority travel most frequently as part of a linked trip

More direct routes and short cuts available to people who walk

Better connected footpaths to more easily access public transport

Complete shade or rain coverage on key routes and around public
transport interchanges

More pedestrian safety infrastructure (e.g. barriers, refuge islands,

to work crossings)
e 439 9 iori Connectivit -

43% do not own a car (though 20% have access to one) and the majority do y Improve the connections of footpaths to each other and places of

not have car parking available at work (free or paid) (52%) and for business and flow .

. . - . . . interest

journeys during their work day, 19% receive reimbursement for public

transport and 33% receive reimbursement for taxis Significantly more think they could be persuaded to walk more/further through their
¢ The majority do not have a fitness/mobility issue that affects walking (93%) workplaces (33%), websites (28%) and through SMS push notifications (10%)

compared to other segments and the majority would like to access information
about walking through websites (49%), TV (29%) or social media (21%)
Source: Transport for NSW, Walking CVP Research, June 2013 , 87




DRAFT

aARe’> Transport Younger metro movers e renresent 225 of
Nsw fOr Nsw thesu;vey populatiz;n

GOVERNMENT

Who are we? ? What journey experience attributes are more important to us?

Majority live in Sydney SD (100%), in a separated/detached house (53%,
higher than other dwelling types) and are single with no dependent children

Convenience due to time
Distance of the trip

(65%)
* Members of this segment are equally likely to be male (58%) or female (42%) Time required to walk the trip
and compared to other segments, a significantly higher proportion are 16-24 More convenient than other modes of transport

years of age (42%)

Maijority list their highest level of education as completing secondary school

(32%) or some University (18%) and are full-time students (31%), employed - What are we more/less satisfied with than other segments?
full time, part time or casually (44%; of which 69% are employed in the
private sector) or are unemployed (12%) Avg. satisfaction: 7.9/10 Avoiding need for finding/paying for car

parking(86% satisfied + very satisfied)

* Members of this segment generally have household incomes of less than N Interacting with community \
$70k per year (66%) ?m?:.ltlestatr;d y members (19% dissatisfied Ease of connecting betweer\
» While the majority speak English at home (69%), a significantly higher portion actiities a% the end o +very dissatisfied) footpaths, streets and public

the trip (33% dissatisfied
+ very dissatisfied)

spaces (84% satisfied + very

satisfied) 4&&55 to
/ shops and services

speak other languages at home compared to other segments (31%; 13%

Cantonese/Mandarin) Availability of a relaxing,
¢ A significantly higher proportion compared to other segments (38%) believe it S§enic_, pleasant route (}3% (35.% fatiSfiEd +very
is fine to take a few risks on road/paths if it speeds up your journey dissatisfied + very dissatisfied) satisfied)
How do we travel? What would persuade us to walk more and/or further?

Majority of this segment walk most frequently for purposes other than
travelling to/from work such as getting to or from
school/university/training/lessons (25%), shopping (28%) and running
errands (21%) and travel for this purpose every couple of days (46%) or
every day (28%) for less than 1km (53%) and on average their trip takes 5-15
minutes (52%)

When travelling for their most frequent purpose, 57% walk on weekdays

only and 37% walk on both weekdays and weekends and the majority start
walking between 8am-12pm (58%) and return between 2-7pm (53%)

o More direct routes and short cuts available to people who walk

e More pedestrian safety infrastructure (e.g. barriers, refuge islands,
Safe behaviour and crossings)

security

e Programs that improve personal safety and security (e.g. better street
lighting, no dark corners on routes, people around)

Majority of this segment own a car (60%) yet significantly more do not have
a license (15%) compared to other segments

e Better connected footpaths to more easily access public transport

Almost all members of this segment (95%) have car parking available at home Connectivity and e Improve the connections of footpaths to each other and places of
(on or off street) flow interest

The majority do not have a fitness/mobility issue that affects walking (93%)

More believe they could be persuaded to walk to walk more and/or further through
communications on TV (38%), social media (30%) and/or through word of mouth
(30%) and the majority would like to access information about walking through
websites (53%), TV (30%), email (23%) or social media (23%)

Source: Transport for NSW, Walking CVP Research, June 2013 38
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Who are we? i %, What journey experience attributes are more important to us?

* A high proportion live in outer Sydney regions (52%) and regional NSW

(48%), in a separated/detached house (86%, highest among all segments), Physical health and Comfort through support Journey ambience and
are 30-49 years old (61%) , and have dependent children (36%, higher than social/emotional wellbeing facilities environment
any other segment) Time spent with others whilst Adequate shelter and Cleanliness of the footpaths,
* Members of this segment are equally likely to be female (55%) or male (45%) walking (e.g. children/partner protection from weather streets and public spaces (e.g.
* 35% list TAFE/Tertiary college as their highest level of education, 36% are /family/friends) conditions levels of graffiti, fly posting, litter)

employed full-time and a larger percentage are employed on a causal basis

(17%) compared to other segments o .
Members of this segment are likely to be clerical or administrative workers i What are we more/less satisfied with than other segments?

(30%) or professionals (27%) and more are employed in the public sector

(28%) compared to other segments Q:g S?tlifaitlon;h7:[5/10 Benefits tolthe elzyironment of __—
equate structures tha i : ]
» Members of this segment span all income brackets with the median having d . Waiting time at traffic more people walking
) support pedestrian safety signals to cross the (80% satisfied +very satisfied Clear route, free of
sl browsielelid vgenuss o SHELSRE (29% dissatisfied + very road (70% satisfied + obstructions
* For the majority, English is the only language they speak at home (94%) dissaisfied) very satisfied) / e ottt + very
* A higher proportion do not support introducing congestion charges for satisfied)

drivi 569 d d by the lack of pedestri 509
1t (155 G B ) 01 e i o Aol epeie (S07) Adequate facilities that support mobility and different

How do we travel? abilities(28% dissatisfied + very dissatisfied)
* Majority walk most frequently for purposes other than trips to/from work
(61%) |nc|ud|ng shopp|ng (22%)[ running errands (15%) and p— What WOU|d persuade us to Walk more and/OF f'.o”mther‘P

socialising/recreation (12%) and generally travel for this purpose every couple
of days (40%) or 5+ times per week (46%)

22% have walked for the whole trip to/from work in the last month but this is
not their most frequent trip purpose

A higher proportion walk for their most frequent trip purpose on weekends
only (18%) compared to other segments of a distance less than 2km (64%)

o More direct routes and short cuts available to people who walk

e Better connected footpaths to more easily access public transport

e Improve the connections of footpaths to each other and places of

. Connectivity and interest
for less than 15 minutes on average (52%) and leave between 8am-12pm flow
(51%) on the way to their destination and return in the afternoon between 2- Projects that promote the physical health benefits of walking (e.g.
Spm (41%) 2T preventing obesity, diabetes, coronary heart disease) and get more
¢ Majority own or have access to a car (88%) and 74% also drive for their most m people walking
frequent trip purpose (higher than other segments)
¢ Of those who work, 50% live more than 4km from their workplace and 47% Walking projects that promote mental and social benefits

have car parking available at their workplace paid by for by their employer

¢ Of those with dependent children, 75% identify that their children walk to
school once a week or more often and 52% live less than 2km from their
children’s school

Significantly more think they could be persuaded to walk more through social media
6 (42%), children/children’s school (33%) and through SMS push notifications (11%)
* compared to other segments and the majority would like to access information about
= walking through websites (39%), TV (39%) and/or social media (33%)

E 89
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Source: Transport for NSW, Walking CVP Research, June 2013
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We represent 5% of
the survey population

Who are we? What journey experience attributes are more important to us?

Convenience due to ease of
access and connectivity

Personal safety and security Physical health and

social/emotional wellbeing

* The highest proportion live in Sydney SD (51%) with the remainder equally
distributed across outer Sydney regions (22%) and regional NSW (27%)

¢ All are over 50 years of age with the majority aged 50-59 years old (81%,
highest among all segments) and have a partner but no dependent children
(43%) and are single/divorced/windowed with no dependent children (32%)

Ease of access to work, Adequate street lighting Time spent alone

education, or school

¢ Members of this segment are equally likely to be female (53%) or male (47%)

41% have completed a university degree or higher qualification and 32%
have a TAFE or Tertiary college qualification

* Majority are employed full-time (52%) or part time (17%) as professionals
(30%) or clerical and administrative workers (17%) in the private sector
(60%) and have annual household incomes spanning a wide range of income

- What are we more/less satisfied with than other segments?

Consistent journey
time compared to
other modes(90%

Avg. satisfaction: 8.1/10
Safe behaviour of other road

users around pedestrians(26%

Convenience of walking

brackets Af;iififnsf}:zltnfr and dissatisfied + very dissatisfied) for connectinog to p}“?“° satisfied + very
* For the majority, English is the only language they speak at home (93%) \’/)veather conditions transport.(?G{; satisfied satisfied)
* Members of this segment generally have positive attitude towards walking (40% dissatisfied + very .. d auality oF +very satisfied)

and believe that walking is part of journey to work is not limited to those who dissatisfied) Condition and qua 'tyoo

live near the city (53%, significantly higher than other segments) footpaths, streets (19%

Y °, SIg y hig 8 dissatisfied + very dissatisfied)
How do we travel?

" - What would persuade us to walk more and/or further?

A higher proportion walk most frequently the whole way to/from work
(46%) or as part of a linked trip to/from work (54%) and of those who walk
as part of a linked trip, the majority connect to a bus/coach (47%) or train
(32%)

__ L __ _ . R PR

Programs that improve personal safety and security (e.g. better street
lighting, no dark corners on routes, people around)

(N )

A higher proportion walk 5 days a week or more often (61%) or 2-4 times a
week (28%) for their most frequent trip purpose on weekdays only (64%)
across distances of less than 1km (55%) with average trip times less than
10mins (52%)

The majority start their journey to work between 5-10am (85%) and return
between 2-7pm (71%)

77% own to a car however less have car parking available at their workplace
(paid and unpaid) (55%) and fewer have ever driven a car for all or part of
their trip to work (51%) compared to other segments

20% have a fitness/ mobility issue or a registered disability that affects
walking and of these, 16% use a walking frame or sticker and 9% use a
wheelchair

Source: Transport for NSW, Walking CVP Research, June 2013

Supporting facilities

More pedestrian safety infrastructure (e.g. barriers, refuge islands,
crossings)

pedestrians

Complete shade or rain coverage on key routes and around public
transport interchanges e.g. bus stops, train stations, light rail stops,
ferry wharves, car parks

More direct routes and short cuts available to people who walk

e Increase enforcement of road rules and illegal parking that endangers

More believe they could be persuaded to walk to walk more and/or further through
communications on TV (44%) and through health services (36%) and the majority
would like to access information about walking through websites (42%), TV (35%),

health services (29%) or newspapers (23%)
90
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Who are we?
Majority live in Sydney SD (51%) and more live in the Mid North Coast, New
England and Northern Rivers regions (18%) than any other segment
Members of this segment are equally likely to be female (52%) or male (48%)
and are all over 50 years of age with the majority aged 65+ (59%) and 92%
only speak English at home
Majority live in a separate or detached house (70%) and a larger proportion
do not have dependent children (87%) compared to other segments
Members of this segment generally have lower levels of education (35%
record their highest level of education as completed or some secondary
school and 35% have a TAFE/tertiary college qualification) are retired (57%)
and have annual household income below $50k (58%, higher than other
segments). Of those who work (full time, part time or casually, 11%), the
majority work in the private sector (66%)
Majority support reducing speed in busy city/town centres (56%), believe
that walking is a great way to improve health and save costs (90%) , hate
sharing paths with bicycle riders(65%) and scooters etc (56%) and do not tend
to take risks on the roads (88%). Generally, friends and family are less likely
to ask their opinion about transport (53%)

How do we travel?

All most frequently walk for purposes other than travelling to/from work
including shopping (44%), socialising or recreation (20%) and running
errands (21%)

Majority walk every couple of days (49%) or once per week (18%) on both
weekdays and weekends (53%) for their most frequent trip purpose for
distance of less than 2km (76%) taking 20 minutes or less (73%)

They are more likely to start the trip later in the morning between 10am-
12pm (38%, higher than any other segment) and return any time between
10am-5pm (75%, higher than other segments)

Majority are car owners (86%), have off street parking available at home
(93%, higher than any other segment) and also drive on occasion for trips
they could walk (77%)

A larger percentage have fitness/mobility issues or a registered disability
compared to other segments(35%; fitness issue 18%, mobility issue 16% and
registered disability 8%) and of these, 87% do not have a walking aid and

11% have a walking frame or walking stick

Source: Transport for NSW, Walking CVP Research, June 2013

DRAFT

We represent 29% of
the survey population

? What journey experience attributes are more important to us?

Journey ambience and
environment

Convenience due to ease of
access and connectivity

Safety (infrastructure)

Appropriate weather
conditions for walking

Ease of direct access to shops
and services

Condition and quality of
footpaths, streets

- What are we more/less satisfied with than other segments?

Avg. satisfaction: 8.1/10

Convenience of walking for
connecting to public transport (11%
dissatisfied + very dissatisfied)

Time spent with
others whilst
walking

(74% satisfied +
very satisfied)

Time required to walk
the trip (89% satisfied
+ very satisfied)

Adequate amenities
and facilities during
the trip

(30% dissatisfied +
very dissatisfied)

Feeling safe and secure while
walking (11% dissatisfied + very
issatisfied)

- What would persuade us to walk more and/or further?

Projects that promote the physical health benefits of walking (e.g.
preventing obesity, diabetes, coronary heart disease) and get more
people walking

Programs that improve personal safety and security (e.g. better street
lighting, no dark corners on routes, people around)

Increase enforcement of road rules and illegal parking that endangers
pedestrians

More pedestrian safety infrastructure (e.g. barriers, refuge islands,

crossings)

Safe behaviour and
securit

e Longer time given for pedestrians to cross at traffic signals

‘%L Significantly more think they could be persuaded to walk more/further through health services

i (47%), newspapers (37%) and get healthy information and coaching services (26%) compared

to other segments and significantly more would like to access information about walking
through health services (37%), newspapers (36%) and/or word of mouth (34%)
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We represent 13% of
the survey population

q What journey experience attributes are more important to us?

Members of this segment live in regions throughout NSW (38% in regional
NSW, 37% in Sydney SD) in a separate or detached house (74%)

Majority are over 50 years of age (56%) with 8% younger than 25 years of age
Members of this segment are slightly more like to be female (57%) than male
(43%) do not have dependent children (72%)

53% are currently employed (full time, part time, casually or self employed),
retired (27%) and a larger percentage are performing full time home duties
(11%) compared to other segments

Of those who are employed, the majority are employed in the private sector
(55%) and 30% are professionals, 18% are clerical and administrative workers
and 12% are technician/trade workers

Highest level of education spans some/completed secondary school (24%) to
University/postgraduate degree (41%) and annual household incomes span a
variety of income brackets

While attitudes towards walking are not significantly different to other
segments, a high proportion believe that getting more people walking is a grea

way to improve the health of the population and safe costs (89%)

Physical, social and emotional | | Personal safety and security Physical, social and emotional
wellbeing wellbeing
¢ Physical health benefits of ¢ Feeling safe and secure while ¢ Emotional well being, relaxation
walking walking and productivity
- What are we more/less satisfied with than other segments?

Avg. sgtlsfactlon: 8.6/10 Distance of
Cleanliness of the footpaths, the trip (89%
streets and public spaces (14% satisfied + Physical health

dissatisfied + very dissatisfied) benefits of walking
(94% satisfied + very

satisfied)

very satisfied)

Emotional well being,
relaxation and productivity

Availability of a relaxing, scenic, pleasant (92% satisfied + very satisfied)

route (87% satisfied + very satisfied)

How do we travel?

All walk most frequently for physical activity with no transport purpose
Majority walk for physical activity on both weekdays and weekends (63%), in
the morning before 12pm (57%) and a larger percentage walk in the early
evening between 5-7pm (24%) compared to other segments

Average trip distance and trip time tends to be longer than other segments.
Significantly higher proportion currently walk more than 3km (41%) for more
than 30 minutes (62%) for physical activity and the majority feel they could
walk more than 5km (53%) and/or more than 45mins (85%) for this purpose
Majority are car owners (87%) and have off street parking available at home
(91%)

A high proportion live further than 4km from their nearest city/town (46%)
and of those who work, 61% live further than 5km from their workplace and
56% have parking at work paid for by their employer

14% have a fitness issue that affects walking and 8% have a mobility issue or
a registered disability that affects walking

Source: Transport for NSW, Walking CVP Research, June 2013

— What would persuade us to walk more and/or further?

0 Projects that promote the physical health benefits of walking (e.g. preventing
obesity, diabetes, coronary heart disease) and get more people walking

Education programs in schools / for parents about the benefits of children
walking to school, including how to walk to school safely

Campaigns to persuade people about the benefits of walking to the transport
system and them personally (e.g. faster travel time, improved health, reduced
road building costs and environmental savings)

Health, well being

and knowledge

Projects to encourage social aspects of walking with others (i.e. family, friends,
walking groups, other community members)

3 Walking projects that promote mental and social benefits

More believe they could be persuaded to walk to walk more and/or further

through health services (40%), TV (40%) and word of mouth (39%) and the
gajority would like to access information about walking through websites
(42%), TV (31%), word of mouth (27%) or newspapers (25%) 92
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Safety (behaviour and infrastructure)

Related attributes
(in order of importance)

1. Condition and
quality of footpaths,
streets, and public
spaces (1.9%)

2. Safe behaviour of
road users around
pedestrians (1.4%)

3.  Adequate structures
that support
pedestrian safety
(0.6%)

4.  Ability to share
pathways, streets
and public spaces
with other users
safely (0.6%)

5. Clear route, free of
obstructions (0.5%)

1Walking Good Practice, Transport for London, 2012

DRAFT

INSIGHT: Customers appear to be dissatisfied with attributes relating to safety and

further

Existing literature review and qualitative research used to inform quantitative research

Existing Literature

¢ Analysis of existing literature includes
reference to the provision of infrastructure
to improve feelings of safety and security
in particular, street lights and separation
from cars were identified as important for
supporting safety while walking

Improved safety initiatives (as part of Key
Walking Routes) were suggested in Walking
Good Practicetincluding the removal of
clutter and support from local police and
community support officers

Fear and feelings of vulnerability prevent
people from choosing to walk, especially
after dark. Busy roads and an unappealing
urban environment were all seen to
contribute to feelings of vulnerability
particularly among people from low income
groups and people with a disability?

Crossing aids such as a pedestrian refuge or
signalised crossings, crossing design such as
reducing crossing widths through reduced
number of lanes, reduced lane widths or
sidewalk extensions into traffic lanes
increase the perceptions of safety as drivers
tend to slow down in shared spaces and
public realms?

Source: Transport for NSW, Walking CVP Research, June 2013

Qualitative research

Participants in the focus
groups and in depth
telephone interviews
discussed safety (behaviour
and infrastructure) issues in
the following context:

« Safety concerns due to
behaviours of other road
users, in particular the
behaviour of drivers at
crossings and driveways
and the behaviour of
cyclists on shared paths

 Safety in relation to
infrastructure, in
particularly the quality
and condition of
footpaths which
extended to tripping
hazards, obstructions and,
in the CBD, crowding on
footpaths, which was
described as a source of
frustration

2Transport for London, Travel in London, Report 2, 2010

Quantitative research

Analysis of the quantitative research
shows that:

 Satisfaction — Overall satisfaction with
safety (behaviour and infrastructure)
attributes is below average. Respondents
are least satisfied with safe behaviour of
road users around pedestrians (average
satisfaction of 6.9 out of 10) and are
most satisfied with clear route (average
satisfaction of 7.5 out of 10) compared
to the other safety (behaviour and
infrastructure) related attributes

* Share of importance — Although safety
was identified as one of the most
important attributes in existing
literature, share of importance is low
when compared to other journey
attributes. Of the safety related
attributes, condition and quality of
footpaths, streets and public spaces is
most important (1.9% share of
importance)

Initiatives —Safety (behaviour and
infrastructure) related initiatives are
important for persuading respondents to
walk further/more often in particular,
more pedestrian safety infrastructure is
the third most important initiative

Transport having greater pedestrian safety may persuade customers to walk more and/or
for NSW

Link to findings from Cycling
CVP research

* In general, bicycle riders
expressed greater safety
concerns than people who
walk. While all safety
attributes related to
infrastructure are identified as
Moments of Truth for bicycle
riding, none are identified as
Moments of Truth for people
who walk

Respondents are highly
dissatisfied with the
behaviours of other road users
across active modes

For both walking and bicycle
riding, respondents are less
satisfied with the safety
aspects relating to
infrastructure

Initiatives aimed to increase
safety through improving
infrastructure are important
for persuading respondents to

walk more often/further and to

ride a bicycle

3 AECOM, NSW Walking Strategy, Literature Review, 2011
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Personal safety and security

Related attributes

Transport

INSIGHT: Feeling safe and secure is identified as a Moment of
for NSW urt '
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Existing literature review and qualitative research used to inform quantitative research

(in order of importance)

1. Feeling safe and secure
while walking (8.5%)

2.  Adequate street lighting
(1.1%)

3.  Clear lines of sight along
walking route (0.9%)

u Moment of Truth

Existing Literature

A variety of existing literature refer

to the walking attributes of

perception of personal security and

safety, particularly at night

¢ Walking Good Practice! identified
that most people have concerns
about their safety whilst on foot,
particularly at night. The
Department of Infrastructure
supports this point identifying lack
of personal safety (i.e. feels safe
and secure at night or own your
own) to be a key barrier to
increased walking

Guidelines for Assessing
Pedestrian Level of Service! rated
a score of 4 out of 4 for personal
security, degree to which the path
is safe (e.g. adequate lighting,
sight distance, path visibility from
surrounding environment etc) for
an ideal walkway

Security issues are higher in

Qualitative research

Participants in the focus groups
and in depth telephone interviews
discussed personal safety and
security in the following context:

¢ Fear of being attacked or
robbed particularly when
walking in certain
neighbourhoods with higher
perceived incidence of crime or
at night and feel they have to be
consciously aware of their
surroundings

Walking at night poses a
personal security concern to
some participants due to low
visibility/poor street lighting
which makes it difficult to see
obstacles or identify strangers

Quantitative research

Analysis of the quantitative research
shows that:

Feeling safe and secure is a Moment
of Truth

Satisfaction — The attribute of
feeling safe and secure has the
highest average satisfaction score
within this category (7.6 out of 10),
followed by clear lines of sight (7.4).
The average satisfaction score for
street lighting is 7.0, below the
overall average

Share of importance — Feeling safe
and secure is one of the top 5 most
important journey attributes while
the share of importance for street
lighting and clear lines of sight are
lower

Initiatives — Programs that improve
personal safety and security (e.g.
better street lighting, no dark
corners on routes, people around) is

Link to findings from Cycling
CVP research

* In general, bicycle riders
tend to be less satisfied with
their personal security than
people who walk.
Inadequacy of street lighting
is identified as a common
source of dissatisfaction for
both modes

Programs aimed at
improving personal safety
and security for people who
walk is the second most
important among all
initiatives. In contrast,
initiatives relating to
personal security (better
lighting and storage
facilities) are less important
for bicycle riding where safe

certain groups such as ethnic important is the 2" most important behav_/our of.Other road
minorities, older people and initiative for persuading users is of primary
women and is an important respondents to walk further/more Importance

decision in allowing children to
walk to school?

! Guidelines for Assessing Pedestrian Level of Service , Main Roads Western Australia, 2006

Source: Transport for NSW, Walking CVP Research, June 2013

often (5.6% share of importance)

2 AECOM, NSW Walking Strategy, Literature Review, 2011
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Related attributes

(in order of importance)

Distance of the trip

(12.5%) £

Time required to walk the

trip (9.0%) £

Avoiding need for
finding/paying for car
parking (3.1%)

More convenient than
other modes of transport

29%) B4

Consistent journey time
compared to other modes
(1.2%)

Waiting time at traffic
signals to cross the road
(0.4%)

for NSW

DRAFT

INSIGHT: Trip distance and time are key determinants for selecting walking as a

Existing literature review and qualitative research used to inform quantitative research

Existing Literature

Distance to be travelled and time taken
(including delays such as lights and
number of crossings available) were
identified as important attributes when
choosing to walk over other modes in
existing literature

Barriers to walking identified include
perceptions of time, distance and the
convenience of other modes, particularly
the car (Travel in London Report 2%)

Household Travel Survey? identified that
commute trips accounted for a much
greater share of travel distance and time
indicating that people tended to travel
longer to get to work than for other
activities

City of Sydney and NSW Gov
Memorandum of Understanding (MOU)
agreed on reducing wait time for
pedestrians in peak periods in Walking for
travel and recreation in NSW?

Moreover, longer distances was identified
as a barrier to walking in rural
communities where distance and social
isolation typically resulted in lower
physical activity participation rates*

Qualitative research

Participants in the focus groups
and in depth telephone
interviews discussed
convenience due to time in the
following context:

Time and distance of the trip
are determinants for selecting
walking as a mode of
transport

Walking can be a more time
efficient way to travel,
particularly for short trips as
the end to end journey time
is reduced by saving the
hassle of preparation, finding
car parking and delays in

congested traffic

Predictability of travel time is
a benefit of walking over
other modes which may be
affected by traffic congestion
and public transport delays

Easy access to public
transport makes walking as
part of a linked trip
convenient

Quantitative research

Analysis of the quantitative research

shows that:

« Distance of the trip, time required
to walk the trip and greater
convenience than other modes of
transport are Moments of Truth

Satisfaction — Higher satisfaction
with trip distance, consistent
journey time, trip time and avoiding
need for car parking with
satisfaction score above average
while satisfaction for waiting time at
traffic signals is below the overall
average

Share of importance — Trip distance
has the highest share of importance
in this category. When compared to
other journey attributes, consistent
journey time and waiting time at
traffic signals have lower
importance

Initiatives —More direct routes and
short cuts available to people who
walk is the most important initiative
for persuading respondents to walk
more and/or further (6.4% share of
importance)

Transport mode of transport and having more direct routes and short cuts are important for
persuading more customers to walk more often and/or further

Convenience due to time

Link to findings from Cycling
CVP research

¢ Across both active modes,
respondents appear to be
satisfied with trip distance,
trip time and consistency of
trip time

* Waiting time at traffic
signals is a source of lower
satisfaction for
respondents. Increasing the
priority of bicycles at
intersections is valued by
bicycle rides

* Trip distance is consistently
identified as an important
attribute for walking and
bicycle riding. Trip time is
also considered important
for walking

* Respondents believe they
will be persuaded to walk
or ride a bicycle through
introducing more direct
routes

Integrated primary and secondary research findings

u Moment of Truth

ITravel in London Report 2, Transport for London 2010
4 AECOM, NSW Walking Strategy, Literature Review, 2011

2BTS, Household Travel Survey, 2010 3 Walking for travel and recreation in NSW, GTA Consultants, 2011
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Related attributes
(in order of
importance)

1. Convenience of walking
for connecting to public

transport (2.6%)

2.  Ease of direct access to

shops and services (2.2%)

3.  Ease of access to work,
education, or school
(1.5%)

4.  Ease of connecting
between footpaths,
streets and public spaces

(09%) B2

5.  Availability of alternative
route options (e.g. scenic
or direct) (0.6%)

6.  Ease and accessibility of
walking to, between and
around interchanges
(0.5%)

u Moment of Truth

ITransport for London, Improving Walkability, 2005;

Transport
for NSW

DRAFT

INSIGHT: Customers appear to be satisfied with attributes relating to access and

research

Existing Literature

Transport for London?
identified five key factors for
improving walking
environments; connected,
convivial, conspicuous,
comfortable and convenience.
It is identified that walking
routes should connect each
area with other areas and key
attractors

Personal safety, accessibility
and convenience (in
descending order of
importance) were considered
most important attributes by
Australian respondents
(N=1071) when choosing
walking as a mode of
transport in Quantum market
research?

Parramatta City Centre
Integrated Transport Plan3
identified initiatives that
significantly improve
pedestrian accessibility and
amenity to increase walking in
Parramatta city

Source: Transport for NSW, Walking CVP Research, June 2013

Qualitative research

Participants in the focus groups
and in depth telephone
interviews discussed
convenience due to ease of
access and connectivity in the
following context:

¢ Connectivity affects journey
time when walking as
shortcuts and alley ways
clearly directed by signage
would shorten the journey
time

Lack of footpaths and
connectivity to the
destination discourages
walking which was a concern
for regional participants

For people who walk to work
and /or for linked trips, easy

access to public transport is a

key driver of walking as it
increases convenience of
making a walking trip to
connect to other modes of
transport

2Quantum Market Research, Customer Scorecard Research Quantitative Findings, 2012

Q titative research

Analysis of the quantitative research shows

that:

* Ease of direct access to shops and
services, ease of access to work,
universities or schools and ease of
connecting between footpaths streets and
public spaces are Moments of Truth

Satisfaction —Average satisfaction score
for all 6 attributes are fairly similar (7.2-
7.8). Respondents are most satisfied with
the ease of direct access to shops and
services (7.8) and least satisfied with the
availability of alternative route options
(7.2)

Share of importance — Access to public
transport has the highest share of
importance in this category. Share of
importance for ease of connection,
available route options and ease of
walking to/around interchanges are below
the overall average

Initiatives —Improving footpath
connections (4.4%) and better connections
between footpaths and public transport
(4.8%) are identified within the top 5 most
important initiatives for persuading
respondents to walk more often/further

3 Centre Integrated Transport Plan, Parramatta City 2009

connectivity and improved connectivity of footpaths is important for persuading
them to walk more/further

Convenience due to ease of access and connectivity

Existing literature review and qualitative research used to inform quantitative

Link to findings from Cycling CVP
research

* Respondents appear to be
satisfied with attributes relating
to accessibility and connectivity

* Connection between routes is
identified as a source of
dissatisfaction for bicycle riders
but not for people who walk

* Within this category, access to
public transport and connectivity
between bicycle routes are the
most important attributes to
respondents

e Improving the connection of
footpaths and bicycle routes are
important for persuading both
those that walk and current and
potential bicycle riders to
walk/ride a bicycle more
often/further. However, people
who walk identify improving
connections to public transport
as more important for
persuading greater use than
bicycle riders
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Transport
for NSW

Trip information

Related attributes

(in order of importance)

1.  Appropriate signage to
easily find your way
(0.2%)

2.  Adequate information
available to plan trip and
alternative routes (0.1%)

Existing literature review and qualitative research used to inform quantitative research

Existing Literature

Existing literature suggests that
information for wayfinding is
important for walking including
signage and route maps. In
particular, the level of detail
provided within maps and the
consistency of information both
between locations and also across
modes, were identified as key
barriers to walking in London.

Walking Good Practice Guide!
supported the need to deliver end-
to-end journey information to
people who walk including:

¢ Avariety of signage
campaigns/events

¢ Maps to provide consistent, high
quality pedestrian information

¢ 5and 15 minute walking circles
that show the destinations and
neighbourhoods that are within
easy walking distance

* |dentify features such as
pavements, crossings and short-
cuts are all shown

* On-street maps to reflect the
direction people are facing

1Walking Good Practice, Transport for London, 2012

Source: Transport for NSW, Walking CVP Research, June 2013

Qualitative research

Participants in the focus groups and in
depth telephone interviews discussed trip
information especially:

Disruption information on public
transport and roads for people who walk
to connect to another mode of transport
and for those who may choose to walk if
other modes are delayed

Information about scenic walking tracks
when walking for recreational purposes

Comprehensive maps with information
relating to travel time, alternative routes
and scenic routes to support trip planning

Street signs were identified as important
particularly when walking to an
unfamiliar destination. It was also
suggested that indicating options of
alternative routes on street/road signs
would provide them with the confidence
to try new routes

Quantitative research

Analysis of the quantitative
research shows that: .

« Satisfaction — The average
satisfaction scores for
appropriate signage to easily find
you way and adequate
information available to plan trip
and alternative routes are 7.2
and 7.1 out of 10 respectively,
close to the overall average

¢ Share of importance — Attributes
relating to trip information are of
lower importance to
respondents when compared to
other journey attributes

Initiatives — More
comprehensive signage is rated
as having higher importance
(3.6%) than better online trip
planning information (2.8%) and
walking apps/web pages (1.7%)
in persuading respondents to
walk more often/further

DRAFT

INSIGHT: Customers are generally satisfied with current levels of trip information

Link to findings from Cycling

CVP research

Majority of people who
walk and current and
potential bicycle riders
are satisfied with existing
trip information

The share of importance
of trip information for
both walking and cycling
is low when compared to
other journey experience
attributes

Initiatives relating to trip
information are of low
importance in persuading
respondents to ride a
bicycle more
often/further while
comprehensive signage is
important for persuading
walking
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Related attributes

(in order of importance)

1.  Physical health benefits
(16.4%) E2

2.  Emotional well being,
relaxation and
productivity (4.3%)

3. Time spent with others
(2.0%)

4.  Time spent alone

(1.7%) E2

5. Benefits to the
environment (1.5%)

6. Interacting with

community members
(0.7%)

u Moment of Truth

DRAFT

INSIGHT: Primary research and existing literature consistently identify physical

experience

Existing literature review and qualitative research used to inform quantitative research

Existing Literature

Health was consistently identified
as a primary driver for walking in
previous literature:

* Department of Infrastructure and
Transport! identified exercise and
health to be a common driver
behind walking to work. As part
of a broader system of planning,
land use and transportation
networks, increased mode share
of walking and riding can
contribute towards improved
public health and reduced health
care costs (accounts for large
component of economic benefits)
and improved community
wellbeing and social cohesiveness

17-41% of people walk more for
every day journeys when they are
motivated to walk for leisure
with walking groups or with
information about places to walk
(Walking for Health/Doorstep
Walks), according to National
Health Service UK?

Walking is important for
improving community health
summarised in Stakeholder
Engagement Report?

Qualitative research

Participants in the focus groups and in
depth telephone interviews discussed
physical, social and emotional well
being related attributes / initiatives in
the following context:

Participants value their walking trips
as a form of exercise which
enhances their physical health, this
is particularly true for participants
with health issues

Enjoy the self-satisfaction and
feeling of achievement after
walking, especially seniors and
those who are walking for
recreation/health

o Carmpg marticimamie vaibem tasnlly mo onmet
QUITIC |Jdl LILIdeIL) WIIU WdIRN d> 'Jdl L
of a linked trip are motivated to get

off public transport earlier than
they need to or to park their car
further away from their destination
and walk to gain physical health
benefits

Relaxation and having personal
space to think and ‘unwind’ are
benefits of walking valued by
participants across a variety of trip
purposes

;Walking, Riding and Access to Public Transport, Department of Infrastructure and Transport, 2012
UK National Health Service, Soft measures — hard facts, The value for money of transport measures which change travel behaviour’, 2011

Source: Transport for NSW, Walking CVP Research, June 2013

Analysis of the quantitative research
shows that:

Physical health benefits, emotional
well being and time spent alone are
Moments of Truth

Satisfaction — People who walk are
most satisfied with the physical
health benefits of walking and
emotional well being , relaxation and
productivity with above average
satisfaction of 8.5 and 8.1 respectively

Share of importance — Physical health
benefits of walking has the highest
importance of all attributes and
respondents who walk for other trip
purposes and who walk the whole
way to work place higher importance
on physical health benefits than those
who walk as part of a linked trip.
Share of importance for emotional
well being is also above the overall
average

Initiatives —Projects to promote
physical health benefits are the most
important initiatives within this group
for persuading respondents to walk
further and/or more often (4.2%
importance)

3 Stakeholder Engagement Report, AECOM, 2011

Transport health and social/emotional wellbeing as important aspects of the walking
for NSW

Physical health and social/emotional wellbeing

Quantitative research

Link to findings from
Cycling CVP research

* Respondents expressed
high satisfaction with the
physical health benefits
associated with walking
and bicycle riding. In
addition, the social and
environmental benefits
are also valued by
respondents from both
active modes

Wellbeing attributes are
considered important for
bicycle riding and walking
however fitness levels are
considered important for
bicycle riding, while
people who walk tend to
value physical health and
emotional well-being

Physical health benefits is
a driver for walking or
riding a bicycle as a mode
of transport
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for NSW

Journey ambience and environment

Related attributes
(in order of importance)

Existing Literature

1.  Appropriate weather
conditions for walking

(11.4%) B2

The need for a pleasant
environment when walking was
verified across several sources in

existing literature:
2. Availability of a relaxing,

scenic, pleasant route

(2.4%) 3

3.  Cleanliness of the
footpaths, streets and
public spaces (0.8%)

¢ Premier’s Council for Active
Living? identified that
pedestrians currently experience
a poor quality of walking
environment and low level of
service in Sydney

* AECOM? identified that
enhancing walking is best
achieved with an integrated
package of interventions;
spanning changes to the physical
environment, education and
information, and creating
feedback loops which involve the
community in formulating and
evaluating strategies. Pleasant
environments significantly
extend the distances people are
willing to walk. However,
increasing walking in urban and
suburban environments will
require significant changes to
present patterns of land use in

Moment of Truth . L.
u Australian cities and towns

! premier’s Council for Active Living, Walking for travel and recreation in NSW, 2011

Source: Transport for NSW, Walking CVP Research, June 2013

Existing literature review and qualitative research used to inform quantitative research

Qualitative research

Participants in the focus groups and in
depth telephone interviews discussed
journey ambience and environment in .
the following context:

¢ Extreme weather condition, in
particular hot and wet weather were
identified as a key barrier for selecting
walking as a mode of transport

For participants who walk for
recreational purposes, having a scenic
route and pleasant surroundings
adds to their relaxation and emotional
well being as they unwind

For some participants, particularly
those in urban areas, local shops and
cafés along their journey are an
important aspect of journey ambience
and environment

Regional participants appear to value
connecting with their surroundings/
environment more than participants
who live in Sydney metro

ZAECOM, NSW Walking Strategy, Literature Review, 2011

Analysis of the quantitative research
shows that:

DRAFT

INSIGHT: Having a pleasant environment would persuade greater walking in the
Transport community however adverse weather conditions can be a key barrier

Link to findings from
Cycling CVP research

Quantitative research

* Appropriate weather
conditions is identified as
a Moment of Truth
across active modes

Appropriate weather conditions for
walking and having a relaxing, scenic,
pleasant route available are Moments
of Truth * Majority of respondents
are satisfied with the
enjoyment of outdoors
from bicycle riding, while
people who walk for
purposes other than
travelling to/from work

enjoy a pleasant route

Satisfaction — Average satisfaction for
attributes relating to journey
ambience and environment are similar
(7 out of 10) however satisfaction with
having appropriate weather conditions
has a greater impact on satisfaction
with the overall walking experience

Share of importance —Weather
conditions is the 3" most important
journey attribute for walking while the
share of importance for cleanliness is
lower than overall average

e Satisfaction with
cleanliness of footpaths
is average while
importance is low across
both modes

Initiatives — Making routes more
pleasant with trees, street art, litter
bins etc is of relatively high
importance for persuading
respondents to walk further/more
often compared to other initiatives
(3.6% share of importance)

* Making routes more
pleasant with trees,
street art, litter bins etc
is of high importance to
respondents to promote
walking
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Comfort through support facilities

Transport
for NSW

Related attributes

(in order of importance)

1. Adequate shelter and
protection from weather
conditions (1.3%)

2. Adequate amenities and
facilities during the trip
(0.6%)

3.  Adequate facilities that
support mobility and
different abilities(0.4%)

4.  Amenities and facilities at
the end of the trip (0.3%)

u Moment of Truth

DRAFT
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Existing literature review and qualitative research used to inform quantitative research

Existing Literature

Needs for amenities and facilities during and
at the end of the walking journey were
identified in previous literature.

Walking, Riding and Access to Public
Transport? identified needs for providing
mid- and end-of-trip facilities including
personal amenities

The provision of change room facilities such
as lockers, showers and change rooms is
important for people who walk according to
Walking for travel and recreation in NSW?

Adequacy of support facilities (e.g. rest
stops, kerb ramps) assisting pedestrians
during their journey was one of the walking
attributes identified in Guidelines for
Assessing Pedestrian Level of Service?

One of the community benefits of walking
includes social equity - the degree to which
walking helps to increase the mobility and
accessibility of disadvantaged people.
Support facilities play a role addressing
issues of social isolation particularly
amongst the elderly and mobility impaired
who are more reliant on public/community
transport or lifts from family and having safe
pick up and drop off areas and rest areas
such as benches, railings etc are important
in order to increase mobility, independence
and social networks®

1Walking, Riding and Access to Public Transport, Department of Infrastructure and Transport, 2012

3 Guidelines for Assessing Pedestrian Level of Service, Main Roads Western Australia, 2006

Source: Transport for NSW, Walking CVP Research, June 2013

Qualitative research

Participants in the focus groups and
in depth telephone interviews
discussed comfort through support
facilities in the following context:

Support facilities mean participants
feel comfortable before, during and
after the walking journey, especially
in adverse weather conditions

Weather conditions such as heat are
a particular concern for participants
that walk to work and do not have
facilities to change / shower at their
destination

Adequate shade and protection
from rain/sunlight is important
particularly for those with fairer skin

Across different trip purposes,
participants identified a need for
more support facilities during their
trip such as toilets, drinking
fountains, more rubbish bins and
rest areas on footpaths for seniors
and disabled persons

Those who walk as part of a linked
trip identified facilities at
interchanges, particularly toilets as
important

7]
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Quantitative research

Analysis of the quantitative
research shows that:

Satisfaction — Average satisfaction
for attributes relating to comfort
through support facilities is lower,
ranging from 5.7 to 6.6 out of 10
which are all lower than the
overall average

Share importance — When
compared to other journey
attributes, attributes related to
comfort through support facilities
have lower share of importance

Initiative —Providing shade and
rain coverage on key routes and
around public transport
interchanges is of high importance
for persuading respondents to
walk more often/further (3.9%
share of importance). Having more
amenities and facilitates during
the trip (3.2%) is more important
than at public transport
interchanges (2.6%) and at the end
of their trip (1.3%) for respondents
overall

2 Walking for travel and recreation in NSW, GTA Consultants, 2011

4 A walking strategy for NSW, Assessing the economic benefits of walking, 2011

Link to findings from Cycling
CVP research

* For both walking and bicycle
riding, respondents are less
satisfied with the availability
of amenities during and at the
end of the trip

Survey results suggest that
availability and adequacy of
support facilities are of lower
importance than other journey
attributes for both modes
however the overall feeling of
comfort is still important for
the bicycle riding experience

The initiative of providing
shelter is important for
persuading walking but is less
important for persuading
current and potential bicycle
riders to ride more
often/further. Providing more
amenities during and at the
end of trips are less important
than other initiatives for
persuading customers to
walk/ride a bicycle more
often/further

5 AECOM, NSW Walking Strategy, Literature Review, 2011 102
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Related attributes

(in order of importance)

1.  Transport cost savings
from walking instead of
using a car or public
transport (3.2%) K4

u Moment of Truth

for NSW

Financial considerations

DRAFT

INSIGHT: Customers value the transport cost savings associated with walking
Transport however financial disincentives for driving are of lower importance for persuading
walking

Existing literature review and qualitative research used to inform quantitative research

Existing Literature

In a cost benefit analysis of
walking, financial cost saving
was consistently identified as
one of the quantitative
benefits. This included vehicle
operating cost savings and
external parking savings

Walking, Riding and Access to
Public Transport! found walking
is an easy and cheap transport
alternative, however, lack of
incentives could be one of the
barriers to increasing the mode
share of walking for short trips

Qualitative research

Participants in the focus groups and in
depth telephone interviews discussed
financial considerations related
attributes / initiatives in the following
context:

* Walking is ‘free’ and cost savings on
parking fees, petrol and public
transport fares are enticing

Metropolitan participants value cost
savings from walking over other
modes of transport (e.g. fuel, parking,
public transport fares)

Participants stated that there is limited
free parking spaces near the CBD, their
workplace and universities and
therefore when travelling to these
destinations, walking is easier and
cheaper

Initiatives relating to increasing vehicle

parking cost and financial incentives for

people who walk such as tax rebates
on walking shoes were suggested by
participants to promote walking

IWaIking, Riding and Access to Public Transport, Department of Infrastructure and Transport, 2012

Source: Transport for NSW, Walking CVP Research, June 2013

Quantitative research

Analysis of the quantitative
research shows that:

* Saving on transport cost is a
Moment of Truth

Satisfaction — Respondents are
highly satisfied with transport
cost savings associated with
walking, with an average
satisfaction score of 7.8

Share of importance —Transport
cost savings is ranked as 7t most
important attribute overall with
share of importance higher than
average (3.2%)

Initiatives — Disincentives for
driving such as the introduction
of a congestion charge and
financial incentives and discounts
for people who walk are of

lower importance to customers
for persuading walking compared
to having more direct routes and
improvements to pedestrian
safety and security

Link to findings from
Cycling CVP research

While respondents are
highly satisfied with the
cost savings associated
with walking, cost of
equipment and
maintaining a bicycle are
identified as a barrier for
bicycle riding, in
particular to potential
bicycle riders

While financial
considerations are of
above average
importance for walking
and bicycle riding, survey
results show that
financial incentives for
walking and bicycle
riding are not likely to
persuade walking/riding
a bicycle more often
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10. Where do | go for further information?

Refer to Appendices (separate supporting document)
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