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Introduction
ÅFRST funded research programme 

Transport, Energy, and Urban Form: The 
Future (2010-1013)

ÅThe goals of this research are:
ïto determine how the nature of our cities will 

alter in response to changes in transport and 
transport energy; and 

ïto identify the nature and strength of the 
driving forces behind these changes in urban 
form. 



ÅFour themes: 

1. The functionality of future transport

2. Household location preferences

3. Location preferences of retail and industry

4. Enhanced liveability and economic growth

Åwww.successfulcities.co.nz

http://www.successfulcities.co.nz/


ÅReview of both academic and grey literature



Outline
Å Research context

Å Future transport modes

Å Retail futures and associated transport

Å Implications for urban form

Å Considerations for planners

Å The next phase of this research



RESEARCH CONTEXT



Contemporary Shopping
ÅPrivate vehicles & cheap fuel

ÅSocietal changes:
ïGreater participation of women in the workforce

ïRefrigerators

ïIncreased household income

ïSmaller families

ïMore leisure time

ïLegislative changes

ïThe shift from shopping as necessity to shopping as 
recreation



ÅRetail formerly at limited spatial scales
ïNeighbourhood shopping centres

ïInner city retail

ïSome Department stores, but retail mostly small

ÅLower density living = larger format retail 
and shift away from town centres
ïe.g. big boxes, large supermarkets, malls

ïLess focus on town and neighbourhood centres

ïRecent TLA policies recognise the importance of 
protecting established retail centres
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Shopping Trip Travel Mode
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Travel Mode

ÅAs oil becomes more scarce, the price of 
transport fuels will rise

ÅAt the same time, there are GHG and 
health policies to reduce private car use

ÅReduced use of private vehicles will have 
implications for retail formats and locations



FUTURE TRANSPORT 
MODES



Future Transport

ÅWe can anticipate some new forms and a 
renewed emphasis on public transport

ÅNew cars will become more fuel efficient 
and/or run on different fuels, but uptake 
will be slow

ÅDue to our relatively dispersed population, 
it will be hard to move people out of cars 
altogether



Example of Possible Transport

Åά{ƭƛƳ ǊƛŘŜέ

ÅDesigned by Oliver Neuland, Massey 
University's Auckland School of 
Design

ÅInner city & Northern Motorway 
congestion

ÅAffordable

ÅUses existing                          
infrastructure

ÅUp to 15 people



RETAIL FUTURES & 
ASSOCIATED TRANSPORT



Retail Activities
Consumer need Retail response Benefits

Essential shopping Local convenience shops

Corporate mass merchandisers

Convenience

Low prices, utility

Fun/leisure shopping
Specialist shopping areas

Large leisure/shopping complexes

Fashion/lifestyle retailing in planned cluster

Wide product range, style 

Leisure activity, style

Multi-purpose activity

Purposive shopping Large, target shopper units

Wide range of variety stores

Internet shopping

Wide product range

Good value

Wide product range, value

Time-pressured 

shopping
Home/catalogue shopping

Petrol station shops/convenience stores

Internet shopping

Saves time 

Saves time

Saves time

Innovative shopping Home based facilities

Catalogue showrooms

Good access 

Good product range 

Source:Adapted from Dawson & Sparks (1987) Issues for the planning of retailing in Scotland. Journal of Scottish Planning Law and 
Practice, 18, 38-40



Regardless of how we go 
about shopping in the 

future, goods will have to 
be moved from place to 

place



Large Scale Retail
ÅWaves: department stores, malls, big boxes, 

out-of-town centres

ÅStep change in format size
ïMore authoritative range

ïDestination pull

ÅMost radical transformation = out-of-town 
town centres and mega-malls
ïCan displace small businesses or act as anchor 

stores

ïCause traffic congestion



ÅPublic transport connections 
increasingly important for malls and 
suitable for the transport of portable 
goods

ÅPublic transport is not suitable for 
shopping at stores that sell bulky items

ÅWill need to adopt affordable delivery 
services



DƻƛƴƎ Ψ[ƻŎŀƭΩ {ŎŀƭŜ

ÅTo benefit from foot traffic, 
some retailers are re-locating 
small format stores:

ïat transport hubs

ïin areas of dense living

ïin close proximity to large 
numbers of (city) workers



City Centre Retail
ÅCity centres tend to be better connected to 

public transport networks

ÅOlder city centres have a better sense of 
place

ÅCurrent trends towards inner city living, 
revitalisation, mixed use areas etc

ÅFuture retail focus, but high                      
rents may be discouraging                                         



Neighbourhood Retail
ÅDesigned to service a local catchment, 

offering convenience and proximity

ÅLikely to be more important as private car 
use declines

ÅLower rents attractive to small destination 
retailers

ÅMost successful at transport hubs or along 
busy transport corridors



Markets

ÅFestivals generate event-
related traffic (e.g. wine 
and food festivals, 
Matakana Market,  
Martinborough Fair etc)

Å²ŜŜƪŜƴŘ ŦŀǊƳŜǊǎΩ ƳŀǊƪŜǘǎ 
are usually located within 
the city centre



E-tail

ÅThree aspects:

ïproduct search

ïonline purchase

ïproduct delivery

ÅPoses both threats and 
opportunities for other 
retail models

Å/ŀƴΩǘ ǊŜǇƭŀŎŜ ǘŀƴƎƛōƛƭƛǘȅ



E-tail
ÅOnline grocery shopping, e.g. 

Progressive supermarkets

ÅAppeals to:
ïthe time-poor

ïthose with young children

ïthe car-less

ïthe less physically-able

ÅOnline trading also very popular

ÅVirtual displays and showrooms 
nearby?



E-tail: Delivery Aspects 
ÅOnline traders currently use NZ Post, 

Courier Post, Mainfreight etc

ÅSome companies overseas operate 
solely to deliver online purchases 

Åspud! makes local and organic 
grocery deliveries in parts of USA & 
Canada

ïSmall, frequent deliveries within a 
neighbourhood 



Homeport
ÅUnattended home delivery 

system

ÅAnything from dry cleaning, 
groceries, waste, videos, online 
purchases

ÅSuitable for apartments

ÅAutomated public/private 
collection points also allow 
customers to pick up or drop off 
parcels 24/7



Warehousing
ÅE-tail and showroom retailers 

need warehousing in which to 
store their goods

ÅUsually out-of-town locations 
where rents are lower

ÅClassic example = Amazon



Likely Trends for NZ
ÅFranchises will lose the edge
ïLeaders = The Warehouse & Progressive supermarkets

ÅRetailers need a clear point-of-difference

Åtrans-Tasman & international retailers

ÅIT increasingly important 

ÅBrand engagement (Facebook, Twitter etc)

ÅGreen-tailing/ social responsibility

Reference: Morris, T. (2007). Four retail mega trends. Paper presented at GS1 New Zealand 'Connecting the 

Dots' Conference, 21-22 August 2007. 



FUTURE URBAN FORMS



Future Urban Forms
ÅAs private vehicle use declines, retail will 

concentrate around:
ïpassenger transport hubs

ïdense living/working areas

ïcompact town centres

ïsome well-resourced out-of-town centres

ïneighbourhood centres for convenience goods 
and other types of retailers due to lower rents

Thus, there is a move back towards 
established centres



CONSIDERATIONS FOR 
PLANNERS



ÅTown centres will benefit if mixed use   
and public transport facilities are 
enhanced

ÅOnline and large format retail will displace 
some businesses, but customers will be 
attracted to compact places with diverse 
and vibrant retail mixes (the leisure 
aspect) so place-making is important

Å!ƭƭƻǿ ŦƻǊ ŦŀǊƳŜǊǎΩ ƳŀǊƪŜǘǎ ƛƴ ƻǊ ƴŜŀǊ ǘƻǿƴ 
centres



ÅSmaller retailers will be disadvantaged 
by lack of purchasing power, higher 
transport costs, and high rents ςthis 
may have implications for the success 
of town centres

ÅProvision will need to be made for 
warehouses

ÅPrivate car trips will decrease with a 
shift to public transit and online buying, 
but to compensate there will be 
increased home deliveries



ÅMalls and large format retail will:

ïcontinue to be popular due to low prices and 
wide variety

ïslowly experience greater demand for public 
transport links, reducing the pressure on 
roads and for car parks, so public transport 
connections to these places should be 
planned for

ïbetter complement other retailers if 
encouraged to cluster together, or locate near 
town centres at appropriate scales



THE NEXT PHASE OF THIS 
RESEARCH



ÅTo gain further insights into future retail 
landscapes in NZ

ÅFocus groups in Auckland, Hamilton, 
Wellington, Christchurch, Dunedin with 
well informed observers and industry 
experts

ÅAbigail.Harding@opus.co.nz 

Åwww.successfulcities.co.nz

http://www.successfulcities.co.nz/

