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Introduction 

Introduction to Study  
 
Streets comprise the majority of the city’s public realm. Historically, Street design in 
the UK has prioritised free-flowing vehicular movement over other street users and 
uses.  Pre and post appraisal of such schemes has tended to focus on vehicular-led 
variables such as traffic flows and associated levels of noise and emissions. Even 
road safety has arguably focussed on maintaining easy vehicle movement, 
constraining vulnerable road users rather than the vehicles that pose the risk to 
those users.  
 
Shared Space design (of which New Road is an example) seeks a street-scene that 
not only better balances the priority afforded various movement modes through, 
but also the movement and place functions of, the street. There is growing 
recognition that better balanced schemes offer an array of social, environmental, 
health related and economic benefits. Some of these benefits are easier to quantify 
and evaluate than others.  
 
Enhanced cost / benefit values of balanced schemes are therefore typically 
demonstrated through the increased business turnover and property values that 
tend to result from increased footfall. However precedents such as the 
Copenhagen Heart study (which focuses on the health benefits of cycling) have 
started to establish methodologies for quantifying and applying a value to some of 
the additional benefits such schemes can offer.  
 
Social and emotional benefits of successful streets are difficult to quantify, not least 
because of the intangible nature of emotions. However, consideration of these 
benefits is critical if we are to make fully informed decisions on the cost / benefit 
values of investing in well designed streets.  
 
This study documented in this paper set out to: 
 

• Better understand the social and emotional benefits of balanced street 
design, and 

 
• Develop new methodologies for assessing and evaluating the social and 

emotional benefits of balanced street design 
 
The study was based around 183 interviews with various street users, divided 
amongst 4 User Groups. 103 interviews sought opinion from a cross section of the 
General Public spending time in the street. 49 focussed on people travelling 
through the street (17 of whom were on foot, 17 on cycle and 16 in motorised 
vehicles). 19 businesses were interviewed, 9 interviews were undertaken with the 
Street Community (Street Drinkers) and 3 interviews took place with the people 
who work with the Street Community. The work forms part of an EC sponsored 
CIVITAS project into “Clear Zone”. 
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Overview of Study  
 
The overall Clear Zone research focussed on New Road and Church Street in 
Brighton. The research was broken down into 2 parts: 
 
Part 1, the subject of this paper, focussed on New Road. This element, which was 
interview based, worked with four different street User Groups: people spending 
time in the street (General Public), street drinkers and rough sleepers (Street 
Community), people moving through the street (Movement) and Businesses. The 
research sought to enable a better understanding of: 
 

• The potential social & emotional benefits of a thorough and inclusive 
design process 

• The social & emotional impacts of traditional and better balanced streets on 
users 

• The elements that attract and repel people from streets 
• The elements that influence people’s behaviour in the street, and 
• Whether users can / are willing to attach a financial figure to any social and 

emotional benefits they gain from better balanced street design 
 
Part 2 uses video surveys to test the impact of physical changes to the New Road / 
Church Street junction on user behaviour. At the time of writing, these physical 
changes to Church Street are incomplete: as such findings from Part 2 will follow as 
a complementary but separate report in due course. 

 

New Road before (above) and after (below) introduction of a balanced street design 
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Overview of Research Findings 
 
Interviewees across all four User Groups expressed a strong preference for New 
Road’s new, balanced street design over its previous, traditional (vehicle 
prioritised) design. The three questions below were put to all User Groups. Their 
combined responses are illustrated by the graphs below.  
 

 
General Public interviewees expressed positive emotions (e.g. feeling relaxed, 
comfortable, happy), when describing how they felt in New Road’s balanced street 
environment and recollected negative emotions when spending time in the 
previous, traditional street (e.g. feeling indifferent and unsafe). They were attracted 
to the street by a range of attributes, supporting a conclusion that successful 
streets cannot be created by surface treatments alone. Participants were willing to 
contribute an average of £34.50 each towards a similar scheme to New Road.  
 
Key General Public Findings: 
 

• Successful streets require a mixed offer, not just good surface design 
• People feel positive emotions in a well designed street, and negative emotions 

in a traditional (vehicular dominated) street 
• Users are able to conceptualise and identify the positive and negative 

emotional impacts of street design 
• People are willing to contribute towards a street they enjoy spending time in 
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80% of Businesses associated New Road’s redesign with benefits extending well 
beyond financial profit, the traditional focus of cost / benefit analysis informing 
decisions on public realm investment. Other positives reported by businesses 
included an enhanced sense of community (73% of interviewees), empowerment 
(60%), ownership (75%) and street appeal (66%). 46% of businesses felt that the 
design process had improved their opinion of the council; 73% felt that the final 
physical scheme had enhanced their opinion of the council. 
 
Key Business Findings: 
 

• Benefits to businesses of good street design extend well beyond increased levels 
of financial turnover, the traditional focus of cost / benefit analysis. A majority 
of participants referred to more social and emotional benefits when questioned, 
rather than financial gains.  

• Improving the public realm increases businesses’ awareness of their impact on 
the street environment, which leads to them improving their “Street Appeal”.  

• Creating a more balanced street environment increases the sense of community 
amongst businesses, and makes them more likely to care for that environment.    

 
Within the Movement group, pedestrians (100%) and cyclists (94%) were slightly 
more positive about the balanced street design than vehicle drivers (82%). Overall 
82.2% of interviewees felt that New Road’s previous, traditional street layout 
indicated vehicle priority, 73.6% felt that the new, balanced street design signalled 
pedestrian priority. 87.5% of interviewees said the new design had altered their use 
of and behaviour in New Road. Vehicle drivers and cyclists were now more cautious 
and conscientious and had adapted their behaviour due to the anticipated 
presence of pedestrians in areas traditionally set aside for vehicles. Pedestrians felt 
more ownership of the whole street due to lack of physical segregation of space 
and therefore felt more comfortable using the ‘whole’ of the street environment.  
 
Key Movement Findings: 
 

• Reduced segregation of space influences pedestrian perception of ownership of 
different areas of the street 

• Pedestrian presence in areas of the street traditionally set aside for vehicles 
causes vehicle drivers and cyclists to move through the space with more care 
and caution   

 
Feedback from and about the Street Community was less conclusive than that 
gathered around other User Groups, being restricted by the small number of 
interviews that took place within the Study period. This is an area that could 
benefit from further investigation in a follow up Study.  
 
Key Street Community Findings: 
 

• Like others, the Street Community value having a place to sit, feeling safe, 
people watching and meeting acquaintances. Better balanced streets help 
create conducive environments for these activities.   
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• Reaction to the Street Community from others raises important questions about 
what uses / users are and should be considered desirable and / or acceptable in 
public spaces.  

Methodology Review Summary 
 
The questionnaires successfully engaged users, and so should be considered a 
success. Part of this success was due to extensive testing and rehearsing of the 
questionnaires prior to beginning the fieldwork.  
 
The finance (contribution) and ‘emotional benefit’ questions worked better than 
expected, given the potential difficulty in framing these questions and anticipated 
difficulty members of the general public would have in conceptualising their 
emotional response to the street environment. There was a certain degree of 
scepticism among a minority of the sample who couldn’t conceptualise or 
understand why the study would be interested in ‘how they felt’, but at least 97% 
of those questioned responded positively. 
 
Interviewing different User Groups enabled useful comparison of views. 
 
The research approach was adjusted to best accommodate the likely context of 
each User Group’s interaction with the interviewer. This proved successful in 
enabling the best quality of data to be gathered during the course of the study, 
whilst enabling meaningful comparison of different group’s perceptions where 
relevant.  
 

 
New Road’s current, balanced design accommodates all users and uses
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Project Approach 

Project Origins: CIVITAS Clear Zone 
 
CIVITAS is an EC funded programme which seeks to implement and test innovative 
approaches to sustainable transport. The Study in this paper forms part of the 
CIVITAS “Clear Zone” project. 
  
Historic use of Clear Zone terminology is vague – having been applied to a range of 
project approaches that share the common objective of trying to reduce vehicular 
dominance of street environments.  
 
Many of these precedent Clear Zone schemes have focussed on restricting vehicle 
access. Originally, the CIVITAS Clear Zone project sought to implement and 
monitor the impact of restrictions on vehicular access in the Lanes area of Brighton 
& Hove’s Old Town.  
 
However for various reasons changes in the Lanes could not be implemented 
within the timescale of the CIVITAS programme. This presented an opportunity to 
switch the project focus to New Road and Church Street. Close to the Lanes, New 
Road had recently been reinvented as a ‘Shared Space’. The scheme had proved 
very successful in encouraging human activity back into the public realm whilst 
maintaining vehicle access, and attracted international interest due to its 
innovative design approach. The junction of New Road and Church Street was due 
for completion within the CIVITAS programme lifetime, fulfilling a further CIVITAS 
obligation to combine research with physical changes to the environment.  
 
The new geographic focus of Clear Zone in Brighton & Hove still tested the benefits 
of reducing the impact of vehicles. However, rather than reducing vehicle impact 
through rules and regulations, the work in New Road and Church Street focussed 
on reducing the impact of vehicles by accommodating them within a better 
balanced street design.  
 
Compared with a scheme to restrict vehicles, New Road’s Shared Space approach, 
along with established interest in the scheme made the new project focus better 
suited to the CIVITAS objectives of contributing to shared knowledge and learning 
in an innovative field. The main output of the work would be a research paper (The 
Study). 
 
A description of New Road is provided in Appendix 1. 

Developing the Research Focus: CIVITAS Obligations & Opportunities 
 
The project was obliged to gather data against seven previously agreed CIVITAS 
“evaluation indicators”:  
 

• Reducing the impact of road traffic on the environment 
• Creating a more equitable use of space between transport modes 
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• Improving vehicle management 
• Creating a more appealing environment  
• Benefitting the local economy  
• Improve the quality of the environment  
• Providing urban realm opportunities 

 
Detail of how the project fulfils these obligations is provided in Appendix 2. 
 
However, the project team was keen to extend the focus of research beyond 
traditional criteria such as vehicle numbers and business turnover. The Study 
offered an opportunity to gather new evidence on the wider benefits of good 
street design.   
 
Developing the Research Focus: The Expert Panel & Project Team 
 
Various leading UK Street Design practitioners who had previously expressed 
interest in New Road offered their time to inform the focus of the research. This 
‘Expert Panel’ comprised: 
 
Ben Hamilton-Baillie (Hamilton-Baillie Associates), Graham Paul Smith, Julian 
Broster (Stockleys), Louise Duggan and Thomas Bolton (Commission for 
Architecture & The Built Environment), Stuart Reid (MVA) and Wayne Duerden 
(Department for Transport). 
 
The expert panel complemented a Project Team led by Brighton & Hove City 
Council officers Ben Coleman and Jim Mayor, supported by Luke Ede (Research 
Assistant) and Sarah Jay (Environment Initaitves Manager).  
 
Literature Review 
 
The research approach incorporated a literature review of relevant studies to test 
any opportunities to learn from and build on existing approaches to financially 
evaluating the benefits that general street users gain from good street design.    
 
The Expert Panel identified a number of precedent studies with potential to inform 
The Study’s approach. This section gives a brief summary of the literature reviewed 
and an explanation (in italics) of how each precedent contributed to the 
development of The Study’s methodology.  
 
TFL- “Valuing the Public Realm” (2006): The TFL Study states that “Urban realm 
business cases are formulated around time savings and safety benefits, which 
underestimates the importance of schemes which improve ambience”. Valuing the 
Public Realm used the Pedestrian Environment Review System (PERS) to assess the 
start and end condition of case study schemes, and monitored user numbers and 
the length of time they spent in the study streets. Fiscal values were then 
attributed to PERS improvements. 
 
Valuing the Public Realm provides a precedent methodology for linking financial 
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values to street improvements. However, its focus was on physical elements of ‘good 
street design’. The Study shares objectives with Valuing the Public Realm but tests an 
interview (rather than PERS) based approach to evaluating public realm benefits, and 
extends to wider benefits (such as the design process). 
 
CABE- “Paved With Gold; The real value of good street design” (2007): sought to 
better understand the ‘societal benefits’ of well designed buildings, spaces and 
places; considering values of benefits such as public health that are important but 
difficult to evaluate. CABE’s study had two strands: 
 

• Regression models were used to calculate financial benefits of hypothetical 
street improvements. 

• The general public were interviewed about whether they were willing to 
pay for better quality streets.    

 
The CABE report focused entirely on the value of the overall street rather than 
individual aspects of design or wider context. The report recommended that a 
future study could focus on better understanding the impact of individual 
elements of street design on perceived value.  
 
Over the course of The Study, participants were asked to identify specific elements of 
New Road that they did or didn’t like, enabling a better understanding of which 
elements of street design and context impact positively and negatively on user 
perception of the street environment.  
 
One North East Report; “Capturing the impacts of quality of place investments” 
(2008): The One North East Report sought to identify and quantify the links 
between quality of place and economic performance, to inform future investment 
decisions.  
 
The report sought to identify direct and indirect benefits of investment in better 
street design. Direct benefits focused on investment as an attraction in itself, 
resulting in increased visitor numbers and revenue generation etc. Indirect benefits 
included employment levels and house prices. The One North East Report was able 
to identify quantifiable trends which implied that scheme design quality had 
potential to positively or negatively impact on economic performance of the focus 
street and its immediate surroundings.  
 
The One North East Report discusses the relative failure of Blyth Market – highlighting 
the importance of wider place context alongside design intervention, both in terms of 
the shape of any design, and the relative extent to which design and context impact on 
the ultimate success of a scheme. This influenced The Study’s investigation of the 
relative impact of individual aspects of design intervention and wider street context on 
New Road’s popularity.  
 
DFT “Shared Space Project- Stage 1; Appraisal of Shared Space” (2010): The DfT 
research is the most comprehensive work to date on the Shared Space concept in 
the UK. The Shared Space Project assimilates domestic knowledge on Shared 
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Spaces and clarifies many of the misunderstandings currently associated with the 
concept.   
 
The Study provides an opportunity to test the Shared Space Project observation that 
“individual pedestrians cannot physically assert priority over a driver who has assumed 
right of way”.  The Shared Space Project also identifies that there “is little published 
information on the views of drivers or cyclists and such evidence as is available tends to 
be continental” – a shortfall that, to an extent, The Study helps redress.   
 
The Research Focus 
 
Following consideration of various options, the project team agreed that The Study 
would be divided into 2 parts. 
 
Part 1 would use interviews to test ways of assessing and evaluating social and 
emotional benefits of “good street design”, and also test the extent to which 
different elements of design intervention and wider street context impact on user 
behaviour. For the purposes of The Study, “good street design” is seen as the 
physical realisation of an environment that accommodates all street users and uses 
appropriately, and the processes that result in that physical realisation. Potential 
for social and emotional benefit from good design therefore covers a wide area: 
people may simply enjoy spending time in a pleasant environment, or feel more 
engaged and empowered from having played an important role in the design 
process.  
 
Part 1 of the research would enable a better understanding of: 
 

• The potential social & emotional benefits of a thorough and inclusive 
design process 

• The social & emotional impacts of traditional and better balanced streets on 
users 

• The elements that attract and repel people from streets 
• The elements that influence people’s behaviour in the street, and 
• Whether users can / are willing to attach a financial figure to any social and 

emotional benefits they gain from better balanced street design 
 
Part 2 used video surveys to test the impact of physical changes to the New Road / 
Church Street junction on user behaviour. 

Assumptions, Constraints & Other Notes 
 
The Study assumes that balanced street design is good design and that New Road 
and the Church Street Junction are / will be examples of balanced street design. 
Traditional design is used to describe the design approach that has dominated UK 
streets in recent decades, and seen vehicle needs prioritised irrespective of the 
primary uses or users of the environment. 
 
Space within a balanced street design can be more shared or less shared. It is 
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assumed that New Road’s design will be more shared than that of Church Street. A 
greater level of sharing does not automatically equate to a better designed street: 
different design approaches will be appropriate in different locations, depending 
on the functions and context of each specific location. 
 
Efforts have been made to ensure the study evaluates the benefits of good design 
rather than the benefits of a high profile “showcase” scheme (a category that New 
Road would fall into). This is so that any methodology developed during the course 
of The Study can be applied to a range of future schemes. 
 
As the research approach was identified after New Road was redesigned, directly 
comparable baseline data was not available. Where relevant, The Study approach 
countered this by using photographs of New Road’s previous layout to help 
interviewees compare emotional reactions to the scheme pre and post re-design. 
 
Ideally a scheme impact will be monitored over longer timescales. New Road is 
currently only three years old. Should the research outlined in this note prove 
interesting, the opportunity of carrying out a follow up study in future years should 
be considered.  

Identifying the Part 1 User Groups & Research Questions 
 
The Study assessed the social and emotional impact of good design on four New 
Road User Groups: General Public, Local Businesses, Street Community and 
Movement. Decisions on which User Groups to include in the study were based on: 
 

• Potential to build on rather than replicate existing research approaches 
• Potential to provide interesting and contrasting perspectives of social and 

emotional values that can be achieved by good design 
• Practicality and likely research robustness  

 
Research questions were designed to test hypotheses specific to each User Group, 
and also test whether opinion to three common questions differed between 
different users. The three common questions asked of each group were: 
 

• Do you prefer New Road’s current or previous layout? 
• Do you think schemes like New Road are a good thing? 
• Would you like to see more schemes like New Road elsewhere in the city?  
 

General Public: The General Public group focussed on people spending time in 
(rather than moving through) New Road. This group comprises people who are 
likely to have made a conscious decision to spend time in New Road for optional 
rather than necessary reasons. The group was chosen because it offered insight 
into which, and how far, different street qualities influence why and how people 
choose to spend time in a street.  
 
Traditional street design prioritises vehicle movement over other uses and users of 
the street, repelling rather than attracting wider use, whilst New Road has been 
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designed to accommodate all uses and users, whilst inferring prioritisation for 
pedestrians – the primary users of the street. The starting assumption is that users 
of a well designed street will feel more positive about (and so be more likely to use) 
a well designed street.  In testing this assumption the study investigated: 
 

• How users’ emotional responses to the new (balanced) street environment 
compare with the previous (traditional) design  

• What aspects of street environment make people want to spend (more) 
time there 

• What aspects of street environment can prevent people from spending 
time there 

• Whether these aspects can be placed in a hierarchy of importance 
• Whether users value their experience of New Road’s ‘Good Design’ 

sufficiently to place a financial value on that experience  
 
Local Businesses: The Local Business group offered an insight into the benefits that 
can be achieved through a good design process. The group also offered an insight 
into the impact balanced street design can have on the street’s servicing, on 
perception of the business amongst customers and staff, and any benefits beyond 
financial turnover.  
 
The starting assumption is that benefits of good design for businesses go further 
than the benefits of the final physical scheme and beyond basic financial gains. A 
good design process can lead to an increased feeling of community, engagement, 
empowerment and ownership of the street environment by those who work in the 
street. The research also investigated the extent to which good street design is 
conducive to local businesses increasing their street appeal. Overall, the study 
investigated:  
 

• Whether the New Road design process had led to businesses having an 
increased sense of ownership of the public realm 

• Whether the New Road design process had led to businesses feeling part of 
a more cohesive street community 

• Whether the design process had given businesses an enhanced sense of 
empowerment relating to perceived ability to influence their environment 

• Whether the street’s design enhanced the appeal of the business (to 
customers or staff)   

• Whether the move to a balanced street design had impacted on business 
viability 

 
Street Community: New Road has always had a street drinking and homeless 
community. To many, the Street Community is an aspect of city life that they would 
like to see removed from New Road altogether. But if it is accepted that the 
community is an aspect of city life that cannot be “designed out”, is it better to 
accommodate the community in a balanced street environment? Does the range 
of activities and people using New Road nurture a degree of tolerance, to the 
benefit of everyone? 
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The Study does not consider whether street drinking is an acceptable or desirable 
aspect of public realm activity. Instead it investigates whether balanced street 
design impacts on the success with which the Street Community is accommodated 
within the public realm and wider city community.  
 
The starting assumption is that whereas elsewhere in the city, the Street 
Community has been isolated in areas which they have come to detrimentally 
dominate, in New Road, the Street Community represent a small proportion of a 
wider city community – and any potentially negative impact of their presence is 
diluted as a result. In testing this assumption the study investigated: 
  

• The relative impact of the Street Community on other street users’ 
perception of the street 

• How the Community feel about balanced and traditional street design 
• Whether the Street Community are perceived differently in a balanced and 

traditional street environment 
• Whether there are any reasons why the Street Community choose to spend 

time in New Road  
 
Movement Group: The Movement group was selected to test how far emotional 
response to street environment impacts upon the behaviour of people moving 
through a street. The group included cyclists, pedestrians and vehicle drivers.  
 
The starting assumption is that when segregation (and so implied ownership of) 
space is removed from a street, people will negotiate their way through the street 
with civility rather than assumed priority based on notions of “might is right”. This 
change in behaviour is prompted by environmental cues presented by (or missing 
from) a balanced street. In testing this assumption the study investigated: 
 

• How people feel moving through a balanced and traditional street 
• What elements of balanced and traditional street design influence 

behaviour of people moving through a street 
• If and how balanced street design influences awareness of others in the 

street 
• Whether people moving through the street feel that balanced or traditional 

street design offers a good and fair balance between the street’s different 
users  
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Interview Approach: Challenges 
 
The research approach presented four significant challenges: 
 
1. Enabling interviewees to compare the current environment of New Road with its 
previous design 
 
It was important that interviewees were asked to compare the balanced street 
environment of New Road with its previous, traditional layout, rather than a 
different street that still featured a traditional design treatment.  Limiting the 
research to New Road meant that factors of the wider street context (such as scale, 
quality of building frontage, mix of building uses) had consistent influence on user 
responses. 
 
Interviewees were provided with photographs of the previous street design so that 
they could make as much of a like for like comparison as possible. 
 

 
Photographs of New Road’s previous, traditional street design were used to help people make before and after comparisons. 
 
2. Identifying a way of measuring social and emotional benefits 
 
Measuring social and emotional benefits presented a challenge. Quantifying 
emotions is very difficult (there is still no consensus, for example, on exactly what 
happiness is), and we suspected that interviewees were likely to find it difficult to 
rationalise and articulate their emotional response to street design.  
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The questionnaires overcame this issue by offering the interviewee a selection of 
emotions that they could pick from to describe how they felt in the street. 
Interviewees could either choose from examples provided, or use these as prompts 
to help them conceptualise the question and identify other emotions they felt 
were more relevant.  
 
3. Ensuring that interview questions did not bias responses. 
 
The project team were mindful to ensure that questions were not framed in a way 
that led interviewees to favour New Road’s balanced design. Final questionnaires 
were designed so that the same questions were asked of the current and previous 
environments wherever possible. For the emotional response question, a single list 
of positive and negative emotions was created, and interviewees were asked to 
pick from the same list when describing their reaction to the current and previous 
New Road environment. 
 
4. Establishing a way to gather user views on the financial value of Good Design 

 
Asking people to place a financial value on Good Design presented a challenge. As 
with the emotional question described above, “financial value” of a place is quite 
an intangible concept for members of the general public to identify and articulate. 
There was also a political sensitivity associated with asking the public to contribute 
real funds to something they may feel “the council should be doing anyway”, and 
the risk that responses may be influenced by dialogue with the interviewer (people 
may not wish to contribute a financial value, but feel obliged to say otherwise). 
 
Various options were considered, including asking people to assess their 
contribution in terms of everyday purchases (e.g. “you’ll pay £3 for a sandwich, 
how many sandwiches would you value New Road at?”), asking what percentage of 
their council tax they would be happy to see spent on schemes like New Road or 
asking people to choose a donation from a fixed range of parameters (£0, 1p-25p, 
26p-50p etc). Consideration was also given to dividing interviewees into two 
groups and testing the relative success of different approaches to “the money 
question”.  
 
In the end, The Study tested an approach that saw people invited to partake in a 
mock “donation” process (where a contribution amount could be written down on 
a piece of paper and anonymously put in a container). 
   
The decision to only test one approach to the “money question” was influenced by the 
interviews taking place during the run up to the local elections. This increased potential 
sensitivity associated with asking a question based around council tax, or being 
perceived to be canvassing for opinion on future council funding priorities.  
 
Final questionnaires were refined through extensive internal testing before being 
tested on User Groups. 
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User Group Approach 
 
General Public research was undertaken using a mix of questionnaire and before / 
after photographs. Members of the General Public were asked the following 
questions: 
 

• Are there any elements in particular which you do/don’t like about New 
Road now?  

• Which of the below emotions do you feel best reflect how you feel using 
New Road now? 

• What is it about New Road that makes you spend more time here? 
• Are there any elements in particular which you did/didn’t like about New 

Road before? 
• Which of the below emotions do you feel best reflect how you felt using 

New Road before? 
• How much would you be willing to contribute to raise funds to develop a 

similar scheme?  
 
Businesses were interviewed by phone or in person using a semi-structured 
interview format. This allowed discussions to develop and incorporate a qualitative 
element whilst still adhering to a consistent quantifiable format. Businesses were 
asked the following questions, rating their response on a scale of -10 to +10 where 
appropriate depending on their level of disagreement or agreement:  
 

• Did the design process of New Road (positively) affect your opinion of the 
city council?  

• Has the design given you an increased sense of ownership of the public 
realm?  

• Do you think that your business has improved its ‘street appeal’ because of 
the improvements?  

• Do you consider New Road improvements have had a positive influence on 
your business?  

• Has the design of New Road (positively) affected your opinion of the city 
council?  

 
Businesses were also asked whether their opinion of the Street Community had 
changed since the redesign of New Road. 
 
The Street Community research was interview based. Interviews were carried out 
with members of the Street Community and agencies (like the police) who work 
with the community. Businesses were also asked explicitly for their views on the 
Street Community. There was an opportunity for the General Public and Movement 
groups to refer to the Street Community if they wished (through general questions 
about aspects of the street they did or did not like etc) – however interviewers did 
not attempt to influence these groups to comment on the Street Community.  
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Interviews with the Street Community were looser than those undertaken with 
other User Groups. They tended to be spontaneous and time with interviewees 
was often limited, but the interviews generally followed the same template as the 
General Public interviews: 
 

• Are there any elements in particular which you do/don’t like about New 
Road now?  

• Which of the below emotions do you feel best reflect how you feel using 
New Road now? 

• What is it about New Road that makes you spend more time here? 
• Are there any elements in particular which you did/didn’t like about New 

Road before? 
• Which of the below emotions do you feel best reflect how you felt using 

New Road before? 
 
The Movement group research was primarily conducted via emailed 
questionnaires to cyclist and pedestrian interviewees. These interviewees 
comprised members of the general public who had previously participated in 
transport related studies with the council, and indicated a willingness to 
participate in future studies. Interviews with vehicle drivers took place in the street, 
and focussed on delivery drivers (this group was easiest to engage due to their 
occasional stopping in the street). The Movement Group were asked:   
 

• Who you feel had priority in New Road before and after the redesign?  
• (if applicable) How has the change in priority affected your behaviour when 

using New Road?  
• (if applicable) Why do you think priority has changed?  
• Which emotions best represent how you feel using New Road now? 
• Which emotions best represent how you felt using New Road before? 

 
A decision was made not to interview taxi drivers, due to concerns around political 
sensitivity during the build up to the local elections.  
 
Interview Approach: Limitations 

Sample size of the Street Community group: The size of the Street Community 
sample was limited by difficulties in finding members of the Community who were 
willing to participate in the Study. Interviews also had to be attended by a member 
of the Community Agency Staff, who proved difficult to coordinate during the 
limited research time window. Limited time and the complexity of working with 
this User Group also necessitated abandonment of the original aim of undertaking 
a parallel (and comparable) piece of research testing perceptions associated with 
the Street Community in a traditional street environment.  

Lack of before data: All comparative data relating to the previous, traditional New 
Road layout was gathered by providing interviewees with pictures of New Road 
before its redesign. For some interviewees the photos weren’t enough for them to 
feel that they could sufficiently answer questions related to the old design.  
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Findings 
 
This section reviews the Study Part 1 (New Road) research findings. 

Key Findings 
 
The figures below represent the combined responses to three questions which all 
User Group interviewees answered. These questions were designed to give an 
overall indication of New Road’s popularity and also to allow comparison of 
different User Groups’ opinions on New Road. The results show that overall the 
sample was strongly in favour of New Road’s re-design and wanted to see more 
similar schemes.  
 
Question: Do you prefer New Road’s current or previous layout?  
 
Overall 92.5% of interviewees said that they preferred New Road’s current, 
balanced design to its previous traditional one. The current layout was most 
popular with the Movement group, 93.3% of whom strongly agreed that they 
preferred the current design. However the current layout was least popular with 
the van drivers within the Movement group; 22.2% of whom preferred the previous 
layout.  
 
Question: Do you agree that schemes like New Road are a good thing? 
 
Overall 97% of interviewees thought schemes like New Road were a good thing. 
The General Public were most positive (99%); the Movement Group were least 
positive (although 93.6% still felt schemes like New Road were a good thing).  
 
Question: Would you like to see more schemes like New Road elsewhere in the 
city?  
 
95.3% of interviewees wanted to see more schemes like New Road elsewhere in 
the city. The General Public were most in favour of more schemes with 98.1% of the 
sample agreeing, whilst again the Movement group ranked the lowest with 93.6%.   
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User Group 1: General Public 
 
The General Public user group comprised people undertaking staying activities in 
the street (staying activities being those not primarily concerned with moving 
through the street). 103 people were interviewed.  

Reaction to the New Road Approach 
 
The group were strongly favourable to New Road and its approach.  
 

91.25% of the sample preferred New Road’s current design. 
 

99% of participants agreed that schemes like New Road are a good thing. 
 

98.1% of the sample would like to see more schemes like New Road elsewhere 
in the city. 

Potential Funding Contribution 
 
Just under half (51) of those interviewed said that they would donate towards the 
development of a similar scheme to New Road. Only one participant was 
vehemently against the idea, one said they would donate a “fair amount”, one said 
they would donate “lots”; another said they “would help”. The remaining 
contributors specified donation amounts ranging from £1 to £1000. There was 
generally little correlation between participants’ willingness to donate and their 
responses to other questions in the survey. For example, some were willing to 
donate £100 and yet did not seem particularly positive about the new scheme or to 
seeing more schemes elsewhere in the city. Below are the headline figures 
excluding non-specific responses: 
 

• Total Donations £3449 
• Average Donation per Person £34.49  
• £17.58m if everybody in the city donated 

 
Response to the question was surprisingly positive. It was particularly interesting to 
see how people conceptualised their donation. The quotes below have been 
extracted from the interviews: 
 

“I’d spend £3 a day to hire a deckchair for the day on Brighton Beach…..so I 
would happily pay for my seat in New Road”  

 
“I’d definitely contribute if the changes were to a street in my neighbourhood” 

 
“I bring my lunch here and eat it here now, rather than buying it elsewhere so I’d 
donate the money that I save”  

 
“Historically the general public paid for public monuments e.g. war memorials, 
so why not pay for a scheme like New Road?!” 
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The results demonstrate that users of New Road value their experience sufficiently 
to donate money towards such schemes. A majority (74.5%) of donors said they 
would prefer to donate a one-off figure; several of these donors thought that their 
donation would be towards a good cause, almost as if their donation was 
charitable. Twelve interviewees likened their contributions to an entrance fee for 
an attraction and said they’d prefer to pay-per-visit. 11 donors conceptualised their 
donation as a quasi-maintenance fee and said that they would prefer to pay on a 
weekly basis and in return they would expect to see the area kept clean and tidy. 
 
A majority of non-donors felt that their council tax should pay for such schemes; 
others commented that they would donate if the scheme was in their 
neighbourhood area and some said they simply couldn’t afford to donate at the 
time.   
 
What did People Like and Dislike in the Current and Previous New Road 
Arrangements? 
 
The most popular elements in the current New Road arrangement were the 
lighting (56%), benches (54%), the restaurants, cafes and bars (44%), the sociability 
of the street (33%), vibrancy (30%), al fresco eating opportunities (26%), greenery 
(19%), materials (18%), nightlife (16%) and quiet (14%).   
 
The most unpopular elements were the volume of vehicles (25%), not knowing 
who has right of way (17%), and anti-social behaviour (14%). In total 60% of 
negative comments were related to the Shared Space concept: a significant 
number of participants in conversation said that they thought that New Road 
should be completely pedestrianised and that the presence of vehicles was to the 
detriment of the environment. 
 
93.4% of comments on the previous, traditional New Road design were negative. 
When asked what they liked about New Road in its previous form, people liked the 
buildings (3%), greenery (1%), lighting (1%) and restaurants / bars (1%). They didn’t 
like the number of vehicles (21%), the bleak environment (21%), anti-social 
behaviour (20%), the lack of seating (20%), the fact the street was uninteresting 
(13%) and feeling unsafe (8%). 20% of interviewees quoted additional aspects that 
fell into a general “other” category. Appendix 3 summarises comments relating to 
the current and previous street layout. 
 
Why did People Spend Time in New Road?  
 
A majority (56.2%) of participants referred to experiential / social and emotional 
factors when explaining why they spend time in New Road, such as convenience, 
atmosphere, people watching and buskers. The remaining responses referred to 
physical elements such as having a place to sit, amenities, proximity to the Pavilion 
Gardens and the quality of New Road’s built environment.  
 
The diagram below illustrates all the reasons interviewees gave when asked why 
they spend time in New Road. The size of each circle represents the number of 
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times the attribute it represents was cited. Answers in purple refer to experiential 
and social / emotional attributes; blue are physical attributes. 82.5% of 
interviewees gave more than one reason for spending time in New Road. 
Overlapping circles show where interviewees gave multiple answers. For example, 
some interviewees mentioned both “Unique” and “Place to Sit” attributes, none 
mentioned both “Unique” and “People Watching”.  
 

 
 
Emotional Impact 
 
When asked which emotions best reflected the participants’ mood when using 
New Road, 94.7% were positive when questioned about the current scheme, whilst 
only 5.7% of emotions were positive when referring to the previous scheme.  
 
People were most likely to report feeling relaxed (66%), happy (44%), comfortable 
(40%), social (29%) and safe (23%) in New Road today. In the previous design 
people were most likely to feel indifferent (37%), unsafe (17%), frustrated (7%) and 
alarmed (5%).  
 
Summary 
 
Feedback from the General Public group saw interviewees state a strong 
preference for schemes like New Road over traditional, vehicle orientated street 
designs. The variety of things that people liked about New Road today supports a 
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conclusion that a wide offer, rather than a limited number of physical interventions 
(such as Shared Surfaces), are important if a street is to realise its place potential. 
Good, balanced street design has potential to have a significant positive impact on 
user’s emotional state (and people are more likely to spend time in streets they feel 
good in). The relatively high “donation” made by interviewees can be seen as a 
measure of the public’s valuation of good street design.  
 

Benches provide a focal point for those wanting to spend time in New Road. 

 

User Group 2: Businesses 
 
The second user group comprised businesses occupying buildings in New Road. In 
total 19 business representatives were interviewed.  
 
Reaction to the New Road Approach 
 
The group were strongly favourable towards New Road’s good design approach.  
 

92.9% of participants preferred New Road’s current layout 
 

94.1% of participants thought that schemes like New Road are a good thing 
 

94.1% of respondents wanted to see more schemes like New Road elsewhere in 
the city  

 
(Names of business owners in the following summary are changed). 
 
Impact on Feelings of Community 
 
73% of respondents felt that the sense of business community had increased as a 
result of the New Road redesign. Several participants (Gary, Chris, Polly & Reda) felt 
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that the new design had instilled a common concern for the upkeep of the street, 
which in turn had increased communication amongst businesses.  
 
Several respondents identified the design changes as a catalyst for increased 
conversation. They are now more likely to spend time outside their businesses in 
New Road which therefore increases the likelihood of meeting other business 
owners. Gary believed that ‘the road invites community’ because there is now an 
increased concern among businesses for the state of the public realm.  
 
For some the enhanced sense of business community had extended beyond New 
Road and into neighbouring streets.  Chris and Polly attributed this extended 
community to a mutual appreciation of developments in the area, which they felt 
had brought businesses closer together.  
 
Kate, Benny and Petra felt that the consultation process and initial teething 
problems after New Road first reopened had increased the dialogue amongst 
businesses in New Road, but that the sense of community had subsequently 
declined and businesses were now speaking less with each other. 
 
Interestingly there was little relationship between length of tenancy / business 
type and perception of community. Integration into the community seemed to 
depend more on individuals’ propensity to socialise. 
 
Impact on Feelings of Empowerment 
 
60% of interviewees felt that New Road’s redesign had increased their sense of 
empowerment to influence things in the street. A majority of respondents 
supported their answers with examples of contacting other businesses, contacting 
the council or speaking to the general public (etc) about an issue relating to the 
redesigned New Road. Gary, for example, felt that the redesign had led to him 
being more concerned with the upkeep of the street and therefore more likely to 
interact with other businesses, namely Mr Fitzherberts pub, about standards of 
maintenance. The Unitarian Church now allows charity collectors to use their steps. 
Benny felt that this was an example of the Church exercising its increased sense of 
empowerment over the street environment.    
 
Petra, Charlie and Steve felt that their opinions had not been adequately 
considered in the design process, and this had led to them feeling less empowered. 
(Their concerns generally related to design details such as final locations of bins 
and other items of street furniture). Mary and Gary felt that their inability to remove 
buskers in New Road impacted negatively on their sense of empowerment.  
 
Benny felt that individuals’ sense of empowerment had increased but that this had 
been to the detriment of the overall community. He felt that businesses cared 
more for their immediate environments (e.g. outdoor seating areas), but that they 
were less concerned with how this impacted on the wider New Road street-scene, 
which in turn undermined the overall sense of business community.  
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Attitude Towards the Council 
 
46% of respondents said that their attitude of the city council had improved as a 
result of the New Road design process. Interviewees commented on their relatively 
straight forward experiences with the council. Any complaints were related to the 
disruption caused by construction or street furniture being placed in front of their 
unit.  
 
73% of the sample thought that the physical re-development of New Road had 
improved their opinion of the city council; this included several sceptics who 
weren’t convinced about the scheme before its completion. Several respondents 
regarded the development as an indication that the council were taking care of the 
city and were impressed that the scheme had effectively created a new part of the 
city – often referred to by businesses as the “Cultural Quarter”.  
 
Impact on Feelings of Ownership 
 
75% of businesses felt that their sense of ownership had increased as a result of 
New Road’s redesign. Responses to this question often overlapped with 
businesses’ responses to questions about sense of Empowerment and Street 
Appeal. Several participants cited greater interest in their immediate environment 
as evidence of their increased sense of ownership.  
 
Improving New Road seems to have raised businesses’ expectations, and therefore 
awareness, of the public realm. Chris commented that ‘you’re part of the road and 
people care here because of that environment’; Polly added that ‘(New Road) feels 
like everyone’s, rather than just ours”. Paul commented that he now felt ‘more 
aware of the wider world, rather than being an insular little pub’. Reda felt that he 
was now more aware of what is going on New Road, which was representative of 
his increased sense of ownership. The pub owners commented that their new 
outdoor seating areas had increased their sense of ownership, and that this 
increased ownership had resulted in increased pressure to maintain these areas. 
This was seen as a positive outcome because it suggested that resident businesses 
are willing to increase their footprint but also accept the consequent additional 
responsibilities for the greater good of the street.  
 
Gary recounted complaining to the owners of Mrs Fitzherberts about the upkeep 
of their outdoor area, which for Gary was an example of him exercising his 
increased sense of street ownership. He added that even though his business does 
not have an active frontage on New Road, maintenance of the street was still 
important to him, and this influenced his perception of and interaction with 
businesses whom he felt were not maintaining those standards. 
 
Impact on Street Appeal 
 
66% of businesses reported increased Street Appeal following New Road’s 
redesign. One pub owner commented that improvements to New Road had 
created “a platform for businesses to step-up to, to show themselves off”.  
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Improving the quality of the public realm appears to have raised businesses’ 
consciousness of their own appearance, which in turn has increased the likelihood 
that they’ll improve their own Street Appeal.  
 
Businesses gave the following examples of ways in which they had improved their 
street appeal: 
 

• The Theatre Royal is applying for a license to introduce an outdoor café and 
seating area for their customers. The Theatre was also refurbished for its 
200-year anniversary, which coincided with New Road’s reopening as a 
better balanced street.  

 
• The Mash Tun pub has maximised the size of its outdoor seating area. The 

pub hoses the outdoor area every morning, feeling the upkeep of the 
outdoor space is a reflection of their business. Pinocchio’s and the 
Colonnade Bar have also increased the quality and quantity of their outdoor 
seating.  

 
• Leaders Estate Agents have improved their internal and external 

appearance, and feel that the business now has a better presence in New 
Road then ever before in their 18 year tenure.  

 
• The Unitarian Church now leaves its doors open which has attracted 

significantly more visitors to the building. 
 

• Oki Nami moved into New Road after the redesign, but commented that 
they were drawn to the street because of opportunities to have an outdoor, 
attractive space for customers.  Prior to the redesign, the building occupied 
by Oki Nami had been vacant and in a poor state of repair. 

 
• The Dome Theatre’s box office is about to be refurbished and enhanced as 

an interface with the general public. The Theatre now has seating outside, 
which it would have never considered before New Road was redesigned. 
The business has also improved the inside of the Dome and adjacent 
Museum to maximise appeal to the general public, and to tie-in with the 
‘Cultural Quarter’ concept that New Road’s redesign is considered to 
symbolise.  

 
• Strada’s head office allocates a larger than normal budget to the outdoor 

facilities of the New Road restaurant because they believe the street 
environment makes the restaurant’s location unique, and a benefit to be 
utilised.  In December Strada invested in new outdoor seating, lighting, 
signs and barriers.  

 
Impact on Business 
 
80% of businesses felt that the improvements in New Road had been good for their 
business. Interestingly a majority of respondents referred to social and emotional 
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benefits rather than financial gains when asked to explain the impact on their 
business.  
 
Some respondents felt that clients/customers were more relaxed when using New 
Road, some reported that staff enjoyed being based in New Road, and others cited 
a certain prestige associated with the street. Other benefits included increased 
footfall through the street which increased the number of potential customers, and 
the fact that there were no longer any vacant premises in New Road (prior to the 
redesign three properties had been vacant).  
 

• Steve, Reda, Charlie, Petra & Chloe identified increased footfall as a primary 
benefit resulting from New Road’s redesign. This led to increased business 
exposure to the general public and therefore increased levels of passing 
trade. Businesses identified alfresco eating opportunities and public 
benches as being key design features in attracting increased footfall to the 
newly designed street.  

 
• Gary said that ‘he loved working in New Road!’ (as did two of his colleagues)  

 
• Employees at Leaders Estate Agents work all over the region, but their 

favourite branch is always New Road.   
 

• George and Mary agreed that being based in New Road resulted in a certain 
level of prestige which conveyed a good image of their businesses.  

 
• Gary, Mary and Kate felt that being in New Road enhanced the client’s 

experience of the area before and after appointments/shows, which in turn 
was good for the business.  The clinic felt that the ambience of New Road 
benefitted the wellbeing of patients before visits.  

 
• Benny likened New Road to a mini Covent Garden during the daytime.  

 
Only two participants referred to explicit financial benefits: 
 

• The Mash Tun pub estimated that average takings had increased by 200%, 
and in the height of the summer nearer 300% following the improvements 

 
• The Colonnade Bar thought that business had increased overall by roughly 

33% since New Road was redesigned.  
 
Only Geoffrey, Petra and George made negative comments relating to business. 
However these comments were specific to individual business frustrations rather 
than issues relating to the layout of the street.  
 
(A local commercial property agent advised that external factors – such as the current 
economic downturn – made it difficult to meaningfully assess any impact of New 
Road’s re-design on commercial property values)  
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Summary 
 
Like the General Public, Businesses were generally in favour of New Road’s 
balanced street design over the previous, traditional arrangement. Businesses 
associated the newly designed street with a range of benefits extending well 
beyond financial profit – the traditional focus of cost / benefit decisions guiding 
investment in the Public Realm.  
 

Strada’s Head Office invests more in the New Road restaurant’s outdoor facilities since the redesign. 
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User Group 3: Movement 
 
The third user group comprised people moving through the street. In total, 49 
people were interviewed of which 17 were pedestrians, 17 were cyclists and 15 
were driving motorised vehicles. 
 
Unlike Pedestrians and Cyclists, who were interviewed by email questionnaire, 
Vehicle Drivers were interviewed directly in the street. Their responses tended to 
be shorter because most participants were in a rush. Participants from this group 
generally found it amusing that we were interested in their emotions and didn’t 
seem to really grasp the ethos of the study.  
 
Reaction to the New Road Approach 
 
The group were strongly favourable to New Road and its approach.  
 

• 93.3% of the sample preferred New Road’s current design  
 

• 93.6% agreed that schemes like New Road are a good thing  
 

• 93.6% agreed that they’d like to see more schemes like New Road 
elsewhere in the city. 

 
New Road was significantly more popular amongst cyclists and pedestrians. 
Vehicle driver opinion tended to focus on functional rather than experiential issues. 
Pedestrians and cyclists were more interested in the aesthetic and social qualities 
of the area. A significant number of pedestrians and cyclists commented that they 
now actively choose to use New Road instead of other routes. Some drivers said 
that if possible they would try to avoid using New Road. 
 
Impact on Perceived Priority 
 
The results suggest that perceived priority in New Road has shifted from motorised 
vehicles to pedestrians as a result of New Road’s redesign. 82.2% of the sample 
thought that motorised vehicles had priority in New Road’s previous incarnation, 
whilst 73.6% think that pedestrians now have priority in New Road.  
 
Footfall seemed to be the determining factor on perceived priority in New Road. 
From lunchtime onwards there are significantly more pedestrians using New Road, 
which slows traffic down. Some drivers said that they will avoid New Road after 
lunchtime because of the footfall.  The pictures below give an indication of the 
visual impact that pedestrians can have on the appearance of New Road. The 
picture on the left was taken at 10am and the picture on the right was taken at 
2pm.  
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Emotional Impact 
 
All movement modes reported positive emotional reactions to the balanced 
environment of New Road compared to the previous, traditional design. Across all 
modes, the most popular responses to the original scheme design were 
‘Indifferent’ (11 responses), ‘Unsafe’ (6) and ‘Vulnerable’ / ‘Comfortable’ (both 5). 
The most popular responses to the better balanced environment were 
‘Comfortable’ (23 responses), ‘Happy’ (14), ‘Relaxed’ (12), ‘Safe’ (11) and ‘Social’ (8). 
 
Emotional Responses (all movement modes combined)  
 
Before (Responses=48) (Respondents=44) After (Responses=82) (Respondents=41) 
11=Indifferent 23= Comfortable 
6=Unsafe 14= Happy 
5=Vulnerable 12=Relaxed 
5= Comfortable 11=Safe 
4=Safe 8=Social 
4=Frustrated 2=Confused 
2= Happy 2=Frustrated 
2=Sad 2=Vulnerable 
2=relaxed 1=Unsafe 
2=angry 1=sad 
2=other 1=angry 
1=happy 1= alarmed 
1=confused 1=Other 
 
It had been assumed that vehicle drivers would be less comfortable using New 
Road’s better balanced street design than the previous, traditional layout which 
had prioritised their needs. However a surprising amount of participants gave 
positive responses to the new layout, with few negative comments. Allowing for 
the small sample size, the increase in interviewees feeling more comfortable in the 
new street layout is particularly notable (although fewer drivers were able to 
connect an emotional response to the previous scheme design).  
 
It should be noted that negative emotional responses from Drivers is not 
necessarily a bad thing. For example, whilst a feeling of vulnerability may be a 
negative emotion for the driver of a car, the feeling of vulnerability could, 
depending on its cause and context, make him or her drive with more care; a 
positive outcome for all street users.   
 

Emotional Responses – Vehicle Drivers 
Before (Responses=10) (Respondents= 10) After (Responses=15) (Respondents=14 ) 
3= Comfortable 7= Comfortable 
2=Indifferent 3= Happy 
2= Happy 1=Confused 
1=Safe 1=Frustrated 
1=Frustrated 1=Vulnerable 
1=Unsafe 1=Relaxed 
 1=Unsafe 
 
As pedestrians and cyclists responded via emails, their responses tended to be 
better considered and structured than those of the vehicle drivers, although a few 
participants didn’t appear to completely understand the purpose of the Study.  
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In contrast with the vehicle driver group, a higher proportion of pedestrians and 
cyclists connected emotional responses to New Road’s previous design than its 
current environment. However, like vehicle drivers, these groups indicated a more 
positive emotional reaction to the redesigned street – responses like ‘Comfortable’ 
‘Safe’ and ‘Relaxed’ replacing ‘Indifferent’, ‘Unsafe’ and ‘Vulnerable’.  
 

Emotional Responses – Cyclists 
Before (responses=24) (Respondents=17) After (responses=40) (Respondents= 16) 
7= Indifferent 7=Happy 
3= Vulnerable 7=Safe 
2=Sad 7=Comfortable 
2=Safe 7=Social 
2=Frustrated 6=Relaxed 
2=Comfortable 1=Sad 
2=Relaxed 1=Confused 
2=Unsafe 1=Frustrated 
1=Happy 1=Vulnerable 
 1=Angry 
 1=Alarmed 
 
 

Emotional Responses – Pedestrians 
Before (Responses=14) (Respondents=17 ) After (Responses=27) (Respondents=11) 
3= Unsafe 9=Comfortable 
2=Indifferent 5=relaxed 
2= Vulnerable 4=Safe 
2=angry 4=Happy 
2=other 1= Social 
1=Confused 1=Other 
1=Safe  
1=Frustrated  
 
Impact on Behaviour 
 
“The decision whether sharing (of shared spaces) takes place seems to rest 
primarily with the driver…..individual pedestrians cannot physically assert priority 
over a driver who has assumed right of way’ (DfT, Shared Space Project)  
 
The statement above implies that priority in a street is governed by a conscious 
decision from the vehicle driver (the driver will survey the street, decide how to 
behave, and this decision will dictate the liberty offered to pedestrians and other 
street users). The research in New Road suggests that the significant shift in priority 
towards pedestrians stemmed instead from a subconscious decision on the part of 
the pedestrian. Many instances were observed where pedestrians would 
inadvertently obstruct a vehicle and then move out of the way in their own time. 
Collectively, these smaller experiences appeared to inform non-pedestrian modes 
of transport that pedestrians had priority in the street. This is supported by the fact 
that 75% of drivers identified pedestrians’ behaviour as the main influence on their 
own behaviour when using New Road.  
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Cyclist behaviour observed in New Road was unpredictable. Some cyclists would 
dismount and walk their bike through the street, some would continue moving but 
at a slower speed, whilst others would weave and dodge through the space 
quickly. Cyclist behaviour observed at the junction of New Road / Church Street 
was similarly unpredictable – notably more so than that of other movement 
modes. Some vehicle drivers interviewed during the course of the research 
expressed concern about this erratic cyclist behaviour.  
 
When interviewed, 87.5% of the sample felt that the current design has changed 
how they use / behave in New Road. Drivers and (despite observed behaviour) 
cyclists generally reported being more cautious and conscientious of other users: 
62% reported driving more slowly in New Road’s new environment. 79% of 
pedestrians reported using a greater area of New Road than before (when they 
would have felt confined to the traditional footways).  
 
Individuals identified concessions in their behaviour when moving through the 
redesigned New Road. 16.7% of drivers used their hazards, 12.5% of cyclists now 
weaved through New Road and 6.25% of cyclists chose to dismount when entering 
New Road. Below are examples of comments from the cyclists and drivers: 
 

• “I cycle more slowly, and everyone is aware of their space, surroundings 
and   oncoming vehicles” 

 
• “As a cyclist I have to be very aware of meandering pedestrians oblivious of 

other traffic.”  
 

• “I drive dead slow with my hazards on, and am generally more attentive” 
 
There was a strong relationship between pedestrians’ understanding of Shared 
Space and their opinions of New Road. Negative comments generally came from 
participants who would prefer New Road to be pedestrianised and didn’t feel 
completely safe using the whole environment (although it can be assumed that 
most, if not all of those people had still chosen to travel through New Road rather 
than adjacent, more traditional streets).  
 

• “When I walk down there I walk where I want to rather than before when 
there were pavements to confine you” 

 
• “I now wander in the middle of the road”  

 
• “I find it irritating; I’d prefer it if it was pedestrianised”  

 
What Informs User Behaviour? 
 
The research suggested that different mode’s behaviour was influenced by 
different prompts within the street. 86.7% of pedestrians and 63.6% of cyclists 
identified the layout / design of New Road as the main reason they acted 
differently in New Road than they would in a traditional street (or in New Road 
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before it was redesigned). 75% of drivers identified pedestrians in the traditional 
carriageway, rather than design features, as being the most influential factor on 
their behaviour.  
 
Pedestrian responses were the most unanimous in the sample. Clearly the design 
and layout of New Road is very influential upon their interpretation of priority and 
subsequent behaviour. 60% of comments focused on the overall design concept 
and 40% referred to a lack of demarcation / a kerb line in the design.   
 

• “There’s no delineation or kerbs”  
• “Because of the layout and lack of demarcation” 

 
Cyclists referred either to the design of New Road or the prominence of 
pedestrians as the reason for their perceived shift in priority.  
 

• “It (New Road) appears as it is one big pavement”  
• “The road is seen to be ‘pedestrianised’ by virtue of the paving and street 

furniture” 
• “Due to the nature of the surfacing, the hard landscaping including Benches 

and lighting” 
• “People are unpredictable” 

 
75% of drivers said that they behave differently because of the pedestrians in New 
Road. Participants said they behaved different because of their ‘knowledge of 
pedestrians’ and several participants said the unpredictable nature of pedestrians 
informed their behaviour.  The responses are supported by observations of drivers’ 
behaviour at the junction of Church Street and New Road, which showed vehicles 
slowing down when entering New Road throughout the course of the day. Their 
behaviour suggested that they expected something different in New Road and so 
drove accordingly. A majority of respondents just said ‘pedestrian’ or ‘people in the 
street’, making it difficult to find any particularly interesting quotes:  
 

• “(New Road is) More of a street than a road”  
 

• “Knowledge of pedestrian presence”  
 

• “New Road looks like a pedestrian zone”  
 
Summary 
 
This section of the research suggests that streets with less physical and visual 
segregation of space encourage pedestrians to take greater ownership of available 
space, which in turn leads to cyclists and vehicle drivers adapting their behaviour, 
anticipating the unexpected and driving with greater care and at lower speed.  
 
Although the sample size was relatively small, a significant majority of people 
moving through the street reported positive emotional responses to the new, 
balanced street design relative to the previous, traditional layout. 
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It is worth noting that a significant majority of the vehicle drivers interviewed were 
delivery drivers who used the area on a daily basis. The sample may therefore have 
been more accustomed to New Road, which could have impacted on the 
responses provided. Notably, a majority of the sample had chosen to use New 
Road in the morning because of the smaller levels of pedestrian footfall compared 
to the afternoon.  
 
A potential extension of the study could focus on engaging a wider range of 
drivers, and monitor changes in response depending on variables such as 
familiarity with the street, time of day and demographic.    

 

User Group 4: Street Community 
 
The Street Community has always spent time in and around the New Road area. 
Research with this user group focussed on gaining a better understanding of how 
balanced street design can impact on the way the Street Community integrate 
with the wider public.  The research incorporated interviews with 9 members of the 
Street Community, all 19 business representatives, and 3 agency staff who work 
with the community.   
 
What did the Street Community like/dislike about New Road?  
 
100% of the sample valued having somewhere to sit. They valued having 
somewhere to meet their friends and to people watch in relative peace. Several 
participants mentioned that they felt less visible sitting in New Road then they did 
elsewhere in the city, which was an important factor behind their choice to spend 
time in the street.  They thought that they were more likely to cause offence in 
parks or on the beach, whilst they were generally left to their own devices in New 
Road. 

 
Several business and agency representatives had commented that the new street 
design had made the community more visible, so it was interesting that the Street 
Community themselves felt less visible.  
 
100% of participants felt safe in New Road. Unfortunately participants didn’t really 
elaborate on why, although it is possible that this is due high levels of footfall and 
natural surveillance in the street. A couple of participants said that they felt safer in 
numbers, explaining why members of the Street Community tend to gather in 
groups.  Feeling safe was very important for participants particularly because of 
unsavoury experiences elsewhere in the city. ‘Paul’ was recently attacked in the city 
centre when he was alone: as a result has started spending more time in New Road.  
 
16.6% of participants agreed that they were drawn to New Road because they 
could be reasonably assured that they would meet a friend or acquaintance there; 
a further 16% found New Road convenient.  
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What The Agency Staff Said 
 
The agency staff felt that the Community’s presence in the street was an inevitable 
product of creating a more comfortable and desirable environment, but 
unfortunately their use of the area seemed to conflict with an image of New Road 
which the businesses are keen to upkeep. The agency staff accepted that there had 
been unpleasant events involving the Street Community in New Road, but thought 
that a vast majority of the population were well behaved and just wanted to enjoy 
the space like anyone else.  
 
The staff felt that the new balanced street environment has inadvertently made the 
community more visible, which led to friction with businesses. The agency staff 
were cautious of creating an environment that made the Street Community 
comfortable (effectively creating a “day centre”), but conversely recognised that 
the community have the same rights to enjoy a space as any other member of 
society.  
 
The agency staff felt that the Street Community are victimised in New Road and 
also stigmatised by wider society. They observed that pubs allow their customers 
to drink outside of licensed areas (which is legally defined as street drinking) with 
little opposition from other businesses, and yet many businesses don’t approve of 
the Street Community drinking on the benches. Agency staff felt that this was 
proof of double standards within a business community that had somehow agreed 
an informal separation of acceptable and unacceptable street drinking*. The Police 
Sergeant working with the Community suggested that street drinking isn’t the 
issue that concerns society as much as who is doing the drinking: 
 

“I am keen for you to consider that it is not only street drinkers that find it 
attractive to sit and drink on the Benches. Drinkers from the Colonnade Bar and 

theatre love sitting outside the venues, drinking their drinks that have been 
purchased in those venues”. 

 
*However, it should be noted that some businesses did complain about pubs allowing 
customers to drink outside designated areas, in part contradicting claims that the 
business community felt this behaviour was acceptable. Specifically, some businesses 
complained about disruptive pub drinkers upsetting other street users. 
 
What the Business Community said:  
 
All businesses were asked whether they thought the situation with the Street 
Community had improved or worsened since the redesign. 60% of businesses said 
that their opinion of the Street Community had worsened since New Road’s 
redesign.  
 
Businesses at the southern end of the street, where the Street Community tend to 
congregate, were more likely to be negative about the community. Several 
interviewees vehemently opposed the community due to unpleasant experiences: 
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Paul kept a log of incidents in the street since 2007, 95% of incidents recorded 
involved the Street Community. 
 
 

 
Paulo and Ken said that sometimes their customers were reluctant to use outdoor 
seating because they were intimidated by the presence of the Street Community.  
 
It seemed that the presence of the Street Community clashed with the increased 
sense of pride and ownership many businesses related to New Road since the 
street’s redesign. Street Drinking did not fit in with the image some businesses felt 
New Road should now aspire to. 
 
Some respondents felt that problems with the Street Community have been 
exacerbated by a lack of direct security (CCTV, private security services) in New 
Road, and a recent proliferation of cheap off-licenses in the surrounding area. The 
benches were also cited as encouraging the Community’s presence in New Road.  
 
Not all interviewees were negative. Some welcomed the fact that the Street 
Community had a space in which they could relax and enjoy the city centre and 
reported positive experiences. Chloe had even provided tea and biscuits during 
inclement winter weather.  
 
The General Public 
 
Less than 2% of General Public interviewees commented on the presence of the 
Street Community, lending some support to the hypothesis that a balanced street 
environment that attracts a representative sample of the city demographic enables 
the Street Community to be integrated within (and any potential negative impact 
of the presence be diluted by) the wider community. 
 
Summary 
 
The main catalyst for friction between the Street and Business Communities 
appeared to be different expectations of how New Road should operate and be 
perceived. The Street Community, like the General Public, want a place to sit and 
relax whilst Businesses want to maintain a street image which complements their 
business. The findings from this section of the research support Benny’s notion of 
an “empowerment free-for-all”, in which businesses’ individual pursuits 
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overshadow the importance of what is best for the wider community and 
environment.  
 
This area would benefit from further investigation. The Study was restricted by the 
difficulty in engaging with significant numbers of the Street Community within the 
limited time window available. However, numerous people indicated their support 
for and interest in further work within a field that is currently considered to be 
under-researched.  
 
 
Conclusion 
 
Streets should fulfil two roles – a Movement role and a Place role. Although the 
interviews carried out during the course of the research covered a range of topics, 
two conclusions were particularly strong.  
 
From a Place and Movement perspective, a significant majority of interviewees 
preferred New Road’s current, balanced street design to its previous, vehicle 
dominated layout. The research investigated and found strong evidence of social 
and emotional benefits resulting from a well designed street environment that 
operates equitably and has something to offer a wide range of users. On average, 
each general street user valued these benefits enough to contribute a notional 
sum of £34.49 towards similar future enhancements. By inference, the positive 
reactions to New Road’s balanced street design suggest a depressing impact of 
streets dominated by vehicular infrastructure. These are likely to make citizens feel 
at best indifferent and at worst unsafe and alarmed, and restrict opportunities for 
inclusivity, common care, community and other such benefits that city life is 
supposed to offer.   
 
From a Movement perspective, interviewees reported consciously applying higher 
levels of awareness and care when moving through the balanced street 
environment of today’s New Road.  This heavily implies that people – particularly 
drivers – take less care and are less aware when moving through streets that have a 
traditional design. As a result, a higher risk of vulnerable road users being killed or 
injured can be expected in a street that is designed primarily around vehicular 
needs.   
 
Alongside these safety benefits, the fact that businesses were favourable to and 
benefitted from New Road’s innovative design approach contradicts the oft 
quoted concern that street design that does not maximise vehicular capacity will 
be damaging to the local economy. 
 
The research set out to investigate social and emotional benefits of good street 
design with a view to ensuring these benefits are given proper consideration in 
future financial decisions influencing investment in the public realm. However, 
during the course of the research, evidence was also gathered indicating wider 
financial benefits of good street design. Increased footfall resulted in higher 
numbers of potential customers for local businesses, and in some interviews, 
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businesses referred explicitly to significantly higher takings since New Road was 
redesigned. Elsewhere the Local Authority’s investment in the street had been 
reflected by reciprocal investment by the business community – both in the day to 
day upkeep of the street, and in investment in the buildings which, along with the 
spaces between, comprise the street environment.  
 
The research also touched on wider benefits of balanced street design – such as 
the environmental benefits of a city people are less inclined to drive through, the 
political benefits offered by delivering schemes that are perceived as evidence that 
the Local Authority is taking care of the city, and the health benefits of an 
environment people are more likely to choose to walk and cycle in. 
 
Overall, good street design is appreciated across the city community, and, in times 
of financial challenges, offers much greater financial return than traditional, 
vehicular dominated street design. When positive social and emotional impacts are 
considered alongside the potential political, economic, safety, health and 
environmental benefits of good street design, there is little reason that well 
designed streets should not be seen as the norm rather than the exception in 
future.  
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Appendix 1: New Road 
 
New Road enjoys a central location in Brighton. It links the key destinations of the 
North Laine (north / west), Lanes (Old Town) (south) and Royal Pavilion (east). At 
the heart of Brighton’s ‘cultural quarter’, New Road is home to the Theatre Royal, 
Pavilion Theatre and Dome, whilst the city Museum is situated within the adjacent 
Pavilion Gardens, and the city Library is located close by in Jubilee Street.  

 

 
 
As well as cultural destinations, New Road is home to a diverse range of wider uses, 
ranging from residences to businesses. It also has a significant restaurant, bar and 
café presence, which includes an al fresco culture. New Road’s design uses minimal 
“restrictive” street furniture, offers a good deal of public seating, and employs 
subtle material definition of a linear central “vehicle space” across a shared surface 
treatment. The New Road design process actively involved the users of the street 
through a series of workshops. The reinvented New Road has been in situ for 3 
years, giving it time to become accepted as the norm by users. The Study Area 
incorporated the whole length of New Road.  
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Appendix 2: Fulfilling Civitas Monitoring Requirements 
 
CIVITAS requires the impact of Clear Zone to be evaluated across a range of 
evaluation “indicators”. The indicators are listed below which this Study would 
specifically address;  
 
1- Reduce the impact of road traffic on the environment:  This indicator will be 
investigated by: 
 

• Comparing before and after traffic speeds in Church Street  
• Comparing behaviour of different vehicle modes before and after physical 

measures are implemented in Church Street 
 

2-Creating a more equitable use of space between transport modes: Analysis 
of before and after video footage will investigate the impact of a better balanced 
street design on movement and usage patterns in Church Street. The Study will 
also refer to observations of movement patterns and conflict in New Road – 
although unfortunately no before data is available for New Road comparison.   

 
6-Improve vehicle management: Before and after data from Church Street and 
New Road will be assessed to see if either scheme has an impact on vehicle 
management, although due to relatively low vehicle numbers any impact is 
considered likely to be negligible 

 
7-Creating a more appealing environment: This indicator will be tested by 
evaluating the emotional impact of the schemes on users. 

 
9-Benefitting the local economy: Businesses will be asked to relate the perceived 
positive or detrimental impact on business levels resulting from both schemes 

 
11-Improve the quality of the environment: This indicator will be tested by 
evaluating the emotional impact of the schemes on users 
 
12-Provide urban realm opportunities: The New Road research will investigate 
the relative importance street users apply to different types of Street offer and 
design. This will help identify ways of maximising the impact of future public realm 
schemes. 
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Appendix 3: General Public Responses 
 
What the General Public like and dislike about New Road today 
 
Dislike (Responses=71) (Respondents=51) Like (Responses=393) (Respondents=104) 
30= Volume of Vehicles  57= Lighting  
18= Not knowing who has right of way 56= Seats  
10= Anti-Social Behaviour 43= Restaurants, Cafes & Bars 
5= Volume of Cyclists 32= Social 
3= Shops 30= Vibrancy  
1= Buildings / Seats / Vibrancy / Flat Surfaces / 
Movement 

29= Alfresco  

 19= Greenery 
 19= Materials  
 16= Nightlife 
 15= Quiet 
 15= Different 
 14= Flat Surfaces 
 11= Shops 
 10= Buildings 
 10= Amount of people 
 9= Volume of Vehicles  
 4= Access to amenities  
 3= Noisy 
 1= Volume of cyclists 
 
What the General Public like and dislike about New Road before 
 
Dislike (Responses=118) (Respondents=50) Like (Responses=10) (Respondents=6) 
22= Bleak  3= Buildings 
20= Rat-Run 2= Greenery 
20= Volume of vehicles  2= Restaurants, Cafes & Buildings 
19= Nowhere to sit  1= Seats 
13= Uninteresting  1= Alfresco 
8= Felt Unsafe 1= Vibrancy 
5= Noisy   
3= Quiet   
2= Anti-social behaviour  
2= Seats  
1= Nightlife / Shops / Materials / Vibrancy  

 
General Public Emotional Responses to New Road  
 
Before (Responses=47) (Respondents=44) After (Responses=79) (Respondents=41) 
11= Indifferent 23= Comfortable 
6= Unsafe 14= Happy 
5= Vulnerable 12= Relaxed 
5= Comfortable 11= Safe 
4= Safe 8= Social 
4= Frustrated 2= Confused 
2= Happy 2= Frustrated 
2= Sad 2= Vulnerable 
2= Relaxed 1= Unsafe / Sad / Angry / Alarmed / Other 
2= Angry   
2= Other  
1= Happy / Confused  


