
High streets are at once places and movement corridors. They need to be easy for 
people to access and move around, but also attractive places for them to  
hang-out and spend time.

There is a common misconception that most people drive their car to access Sydney’s 
high streets. But our research with the University of Sydney, which surveyed more than 
1700 Sydneysiders across 21 different high streets, shows most people access high streets 
by foot, bike, or public transport.

Walkable and bikeable street upgrades make streets nicer places, while also making 
streets easier to get around. This is why, as so much research shows, walkable and 
bikeable streets are good for business. 

Walkable and bikeable streets 
are good for business

People who drive and park their 
car spend less money than 
businesses expect
•	 A Brisbane study shows restaurateurs  

over-estimate by more than double the revenue 
received from customers coming by car, 
assuming these customers make up 59% of their 
revenue, when in reality they make up 19% of 
their revenue.1

•	 A Toronto study shows that 70% of merchants 
assume 25-50% of their customers arrive by 
car, when only 4% of their customers actually 
arrive by car.2

•	 A Dublin study shows retailers on the main 
inner-city shopping streets systematically 
over-estimated spending levels of customers 
travelling by car.3

•	 A Berlin study shows businesses assume 22% of 
their customers arrive by car, when only 7% of 
their customers arrive by car.4
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People who walk or bike spend more 
money than businesses expect

•	 A Brisbane study shows 70% of restaurant 
income comes from customers who walk, bike, 
or take public transport.2 

•	 A London study found that making high street 
and centres more walkable and bikeable led to 
a 17% decrease in retail vacancies.5

•	 A New York City study shows cycleways on 
8th and 9th Avenues in Manhattan correlated 
with an increase in retail sales of up to 49% in 
that area.6

•	 A Toronto study shows people who walk or bike 
to their high street spend more money monthly 
at the high street than customers who drive.3

•	 A Portland study shows people who walk and 
bike make more trips and have a higher monthly 
spend in the local convenience stores, bars, 
cafés and restaurants than people who drive.7 
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Walkable and bikeable streets 
are good for business

Bike parking is more efficient and 
profitable than car parking
•	 A Melbourne study shows that each square 

metre allocated to bike parking generates $31 
per hour, compared to $6 generated for each 
square metre used for a car parking space.8

•	 A Birmingham study shows bike parking delivers 
five times higher retail spend than the same 
area of car parking.9

Walkable and bikeable street upgrades 
increases customer visits
•	 Another Toronto study shows that reducing on-

street car parking at the same time as installing 
bike lanes, wider footpaths and traffic calming 
measures increases customer spending and 
number of customers visiting.10

Walkable and bikeable streets have 
higher property values
•	 A Birmingham study shows walkable and 

bikeable neighbourhoods are more desirable 
and generally have higher property values.10

•	 A London study found that making high streets 
more walkable and bikeable led to uplift in office 
rental values equivalent to an ‘additional’ 4% per 
annum, as well as uplift in retail rental values 
equivalent to an ‘additional’ 7.5% per annum.11
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People who walk to their high street visit 
more frequently and spend more 
•	 A Berlin study shows more than 50% of people 

walk to their high street, and that those who 
walk make up more than 60% of the total weekly 
spend on the high street.12

•	 Our research with the University of Sydney found 
that more than 60% of people who visit their 
local high street more than once a week arrive 
by foot, bike or public transport.

Perceptions of cycling infrastructure 
become positive after installation
•	 Sydney studies show that after the construction 

of cycleways retailers’ negative perceptions 
of their impact on productivity and parking 
dissipate as more locals use them.13  
Likewise, community views change, seeing 
cycleways as enhancing quality of life and the 
neighbourhood.14
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Wider benefits of walkable and 
bikeable streets

IMPROVED SAFETY
Safety features like crossings, 
bike lanes, and traffic calming 

measures, or low-speed 
shared environments, make 

retail areas safer for everyone. 

ACCESSIBILITY FOR ALL
Retail areas become more 

accessible, including for 
people with disabilities or 
mobility devices such as 

prams. 

ATTRACTIVE STREETS
The street becomes more 

attractive to people, as there is 
more space and less pollution 

and noise.

IMPROVED LOCAL  
IDENTITY

Can create a unique identity 
for a local retail area, making 
it stand out from other areas 

and increasing visitation

IMPROVED COMMUNITY 
HEALTH

Encourages activity, reducing 
the risk and cost of chronic 
diseases such as obesity, 

heart disease and diabetes, 
and has a positive effect on 

mental health. 

IMPROVED COMMUNITY 
CONNECTIONS

Fosters a sense of community 
as people interact more 

with each other and local 
businesses. 

REDUCED CONGESTION
Reduces reliance on cars, 

pressure on parking, and car 
traffic congestion in retail 

areas. 

SUSTAINABILITY AND 
ENVIRONMENTAL BENEFITS

Active transport reduces 
greenhouse gas emissions 

and contributes to a 
favourable local climate. 


