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Executive Summary   

Southwark Council and Camberwell Neighbourhood Renewal commissioned SEA/Renue to undertake surveys 

to provide an overview of the views of shopkeepers, shoppers and potential shoppers on the Camberwell 

shopping area and travel to and from the area. The aim of conducting the questionna ires was to find out why 

people do or donõt shop in Camberwell Green, to gather information about what activities and how much 

spending they do in Camberwell Green and ascertain the mode and distance they are travelling both to and 

from Camberwell Green.  

SEA/Renue had previously completed a feasibility study and literature review of studies by Transport for 

London (TfL), the Commission for Integrated Transport  (CfIT) and Sustrans looking at the relationship 

between use of retail centres and the local transp ort infrastructure. These surveys recorded choice of travel 

method, frequency of visit, spending and views on the area from shoppers. From this data it was possible to 

look at relationships bet ween these elements, including how people actually travel compa red to 

shopkeepersõ perception, what is actually most important in attracting more people to the area ð more 

parking, other transport links or better shopping environment and who spends the most ð those travelling by 

car, public transport or on bicycle or on foot.   

The Camberwell shoppersõ survey provides data to make a comparison with these results. Surveys were 

completed by 81 shopkeepers, 323 shoppers, 444 residents and 106 hospital staff, interviews were also 

carried out with six local stakeholders. On -street surveys were carried out with shopkeepers and shoppers 

between September and November 2007 and postal and online surveys of residents between November 2007 

and January 2008. 

The comparison between shopkeepersõ perception and shoppersõ behaviour showed similar results to studies 

in other areas.  For example a much greater percentage of shoppers came by bus and fewer on foot or by car 

than estimated by shopkeepers.  For spend shopkeepers thought that car drivers were the highest spenders 

whereas the survey results showed this to be walkers.  However these results should be viewed with caution 

as very low numbers of shoppers had travelled by car (4%). 

The most revealing parts of the survey findings were the qualitative results relating to the shopping 

environment. It is anticipated that k ey findings from the surveys  will  be used by the Camberwell Travel Plan 

Group (CTPG) to assess the potential for more sustainable modes and add weight to general area wide 

promotions. Traders, local interest groups and d ecision makers will also be able to use the results to make 

decisions on allocating future resources to benefit both the largest number of people and create a 

sustainable future for Camberwell.  

Key findings from the surve y are listed thematically below, m ore detailed information is presented in this 

report with full results available in the appendices.  

How attractive the range of shops is to potential shoppers  

¶ There was a very strong response indicating that one of the key factors to encouraging more peopl e 

to shop in Camberwell was improving the range of shops and general shopping experience in 

Camberwell.  

¶ The response to the survey indicates that there would be very good local support for a new 

supermarket in the area. Alt hough there were a range of super market preferences  including Asda 

and Waitrose, a mid range supermarket like Sainsburyõs or Tescoõs was the most requested. 

¶ Replies from residents suggest that they would be keen to see more independent food shops , that 

could offer high quality produce, such as a bakery, butchers, green grocers and delicatessen in the 

area. The survey indicates that there is a market among residents that donõt necessarily visit the 

town centre regularly at present, and therefore promotion for these shops should be targeted to 

include this prospective group of shoppers.  
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¶ Reflecting the general comment from many people that the main reason they shopped elsewhere 

was the range of shops, there are a number of types of shops that the survey suggests would be 

popular, including both more high street shops that people are familiar with and more independent 

shops that would create a unique look and feel for Camberwell. There was also strong su pport for 

more high quality café s and restaurants. 

¶ There were a few specific requests that oc curred so often they should be noted, in particular the 

need for a new bookshop, improvements to the post office and the need for a leisure centre and/or 

gym that people felt comfortable going to.   

Other factors influencing people coming to Camberwell Gre en  

¶ Anti-social behaviour is an important issue for many potential customers, there was a great deal of 

concern over this and matching desire for police and warden s to increase their presence in 

Camberwell. As many of the comments highlighted bus stops as a particular problem area due to 

pedestrian congestion, this issue may also be alleviated by changes to pavement and road layout.  

¶ Many people suggested that they would feel more like using the area if it was cleaner and smarter, 

this included the pavement s, presentation of shops and the condition of public buildings, and the 

general look and feel of the pavements and streetscape. Improvements to the Green and putting in 

more plants and trees link into generally making the area more attractive.  

How people t ravel to the Green and relevant issues  

¶ Of those surveyed, most shoppers travelled to Camberwell by bus  (63%) and were concerned about 

issues relating to the quality of the bus service, particularly how full buses were when they reached 

Camberwell and the r egularity and reliability of the service. As those travelling by bus are key in 

supporting Camberwellõs businesses it seems that these concerns should be taken seriously. While 

bus services fall outside of the remit of both the CTPG and the Council, this s urvey highlighted the 

need for continued pressure on T ransport for London to maintain and improve their service.  

¶ Most residents said they walked to Camberwell  (63%) and their comments focused on the need for 

clearer pedestrian areas and better pedestrian access, including improving access around bus stops. 

In light of the high frequency of visits and high level of spending by those that walk , improvements 

to the pedestrian realm make a great deal of sense.  A similar study by Sustrans from 2005 suggests 

that òMajor investment in the walking environment, such as wider pavements and traffic restraint 

measures, should result in attracting more regular, dedicated custom to the area and have a positive 

impact on retailers and customers alike.ó1  

Overall the resu lts of this study show that the most important factors in attracting more shoppers to 

Camberwell is an improved shopping environment including attractive shops, a safer pedestrian 

environment, improved bus services and other area improvements.  

 

 

                                                 
1 http://www.sustrans.org.uk/web files/liveable%20neighbourhoods/Shoppers%20info%20sheet%20-%20LN02.pdf, accessed  

27th February 2008. 

http://www.sustrans.org.uk/webfiles/liveable%20neighbourhoods/Shoppers%20info%20sheet%20-%20LN02.pdf
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1 Introducti on 

1.1  Background 

This work has been funded by Camberwell Neighbourhood Renewal and London Borough of Southwark, and is 

part of the OPTIMUM2 project in the London Borough of Southwark. OPTIMUM2 aims to improve the 

accessibility of busy, urban locations by prov iding attractive alternatives to solo car use.  The project brings 

together eight partners from Britain and the Netherlands, including Southwark Council.  

In Southwark, the project is tackling the problems associated with workplace travel, such as congestio n,  

cost to businesses and impact on the local community and environment. The following measures are being 

introduced, which are designed to make the travel planning process easier and more appealing to businesses:  

¶ Local Travel Plan Groups  

¶ Improved links between travel planning and spatial planning  

¶ Travel Planning Tools and Techniques  
 

The OPTIMUM2 project is funded by the European Regional Development Fund Interreg IIIB programme for 

North West Europe. The Southwark pilot project has also benefited from  the generous support of Southwark 

Council and Transport for London.   

1.2  Description of Camberwell Area  

Camberwell is often a congested, busy area. Large volumes of traffic use the roads, and the pavements  

can be crowded, making it difficult to move around the area on foot. The junction takes its name from 

Camberwell Green, bounded by Camberwell Road and Camberwell Church Street.  

 

Figure 1: Map of the Camberwell area  
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1.2.1  Area Characteristics  

Camberwell has been taken to include the who le of the SE5 postal district for this report, this covers most  

of three wards within the London Borough of Southwark ð Camberwell Green, Brunswick Park and South 

Camberwell and also includes parts of two within London Borough of Lambeth ð Herne Hill and Vassal. 

According to the 2001 Census, the combined population of the three  Southwark wards is just over 35,500, 

only a small part of the Vassall ward and less than half of the Herne Hill ward populations sit  within the SE5 

postcode, which by rough estimate  would be less than half of the combined populations for these wards, so 

approximately 12,500. 

The area acts as a town centre for a number of different residential areas that surround it. There is  

also a leisure centre and art college.  

The two major emplo yers in the area are Kingõs College Hospital and The Maudsley Hospital. Kingõs College 

alone employs over 5,000 people with an estimated 20,000 extra local jobs linked to the hospital.  

Camberwell is the focus of a neighbourhood renewal programme, managed b y Southwark Alliance,  

the local strategic partnership. The aims of ôCamberwell Renewalõ are to make neighbourhoods cleaner  

and greener, raise standards in schools, cut crime and the fear of crime, improve peopleõs health and  

create jobs for people.  

The Camberwell Community Council has also developed a number of theme groups that have provided a 

review of the area, these include groups looking at Education, Health, Environment, Community Safety, 

Transport and Regeneration and Economic Development. 

There are a number of local forums and groups that promote the interest of local residents and traders.  

These include the SE5 forum - with an active local membership and online forum looking at ways to improve 

the local area, the Camberwell Traders Association ð representing the interests of local businesses in 

Camberwell, the Camberwell Society ð promoting and preserving key local features in the local area, the 

Camberwell Travel Plan Group ð local organisations working together to develop better transport optio ns for 

their employees.  

1.2.2  Current transport provision  

Camberwell has one rail station, but no underground connections. Denmark Hill station to the south connects 

north to London Bridge, Victoria and Blackfriars and south east to destinations in Kent.  

Camberwell is a major bus interchange, with numerous services running north -south and east-west and  

two bus garages. These are shown in Figure 2 below.  

Camberwell Green is also a major road junction. The A202 (Camberwell  New Road ð Camberwell Church 

Street) road runs east -west and is bisected by the A215 (Camberwell Road - Denmark Hill), a major route  

out of central London to the south east. There are limited cycle lanes and some cycle parking in the area.   

Those travelling around the area include: 

¶ Local residents accessing their local high street (on foot, by bicycle, by bus and by car)  

¶ Bus passengers from other parts of London changing buses 

¶ Hospital staff, patients and visitors coming to either Kingõs College or The Maudsley Hospital 

¶ Other visitors to the area (e.g. Camberwell College of Arts, South London Gallery)  

¶ Car and commercial vehicle drivers on their way into Central London or out to the South East  

via the A215 or A2.  



 SEA/RENUE ð Camberwell Shoppersõ Survey Report 

 

10 

 

Figure 2 Daytime bus routes to and from Camberwell Green (source: TfL 2) 

1.2.3  Identity of area and quality of facilities  

Linked to its ôforgotten cornerõ status, Camberwell was highlighted by local traders as not having a 

distinctive identity and few facilities (e.g. cinema o r theatre). The high levels of traffic dividing up  

the area make it difficult to create a homogenous sense of identity.  

1.2.4  Street Audits  

As part of the OPTIMUM2 project, two street scene reviews of the area around Camberwell Green were 

carried out in September 2006. A separate report detailing the findings of these reviews is available but the 

main issues raised by participants were:  

¶ Making crossings safer and more efficient for pedestrians  

¶ Managing congestion around bus stops and generally on pavements 

¶ Improving the street environment by removing excess street furniture,  

cleaning and maintaining pavements, and adding greenery  

¶ Rationalising the space allocated to pedestrians /cyclists / motorised traffic  

¶ Raising awareness of what is on offer in the area  

                                                 
2 http://www.tfl.gov.uk/tfl/gettingaround/maps/buses/pdf/ camberwellgreen -2039.pdf [accessed 30th March 2007] 

http://www.tfl.gov.uk/tfl/gettingaround/maps/buses/pdf/camberwellgreen-2039.pdf
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¶ Large amounts of traffic making the area very noisy and polluted  

and dividing both main roads  

¶ Street crime 

Some of these issues are being addressed through the Camberwell Local Travel Plan Group. 

1.3  Camberwell Travel Plan Group  

One of the key objectives of the OP TIMUM2 project in Southwark is the establishment of Local Travel Plan 

Groups (LTPGs), which will make travel planning simpler, cheaper and more effective for organisations by 

enabling them to pool resources to achieve common objectives. If successfully imp lemented, the groups 

could be an important mechanism for cutting congestion, improving air quality and boosting the 

attractiveness of the borough for businesses. While the OPTIMUM2 pilot project is based in Southwark, it is 

hoped that the LTPG model, if su ccessful, will be adopted across London and further afield as a best practice 

model for encouraging workplace travel planning.  

A Local Travel Plan Group (LTPG) is a group of local organisations that have agreed to contribute to the 

process of preparing and delivering shared travel plan  procedures. LTPGs enable businesses to combine their 

efforts to tackle the transport problems in their areas. Working together in this way allows resources to be 

shared and prevents work being duplicated, making the process o f travel planning more efficient and 

effective for all involved. It also provides a collective voice for local organisations when negotiating with 

local authorities and public transport operators over local infrastructure and services.  

Camberwell Travel Plan Group (CTPG) is the second pilot group to be set up in the borough, the first was in 

Bankside and was initiated in November 2005. CTPG was launched in December 2006 and has held a number 

of meetings attended by a range of local organisations , culminatin g in a Travel Planning Summit in August 

2007. From this summit it became clear that as the largest employers and those most engaged with travel 

planning, the  Kings College Hospital, the Maudsley Hospital and the Institute of Psychiatry would be best 

placed to continue to meet regularly , with input from representatives of local groups including the 

Camberwell Traders Association and SE5 forum. 

1.4  Camberwell Shoppersõ survey feasibility study    

As part of the work being carried out for the Camberwell Local Trave l Plan Group a feasibility study  (on the 

need for a survey of shoppersõ habits and shopkeepersõ perception of shopping and transport in Camberwell ) 

was commissioned. A separate report detailing the findings of the feasibility study is available in Appendix 1 

but the main items within the report were : 

¶ A review of the area characteristics  

¶ Literature review to assess the results of  previous similar studies  

¶ Recommendations on the methodology for carrying out this survey   
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2 Methodology  

2.1  Objectives  

The Camberwell Shoppersõ Survey was carried out between September 2007 and January 2008. The results 

have been collated and will be used to ascertain how the area could be improved for all users. The survey 

had the following aims:  

¶ To compare shopkeepersõ perception of how  much shoppers travelling by different modes spent with 

how shoppers and residents who travelled by each mode spent   

¶ To ascertain the type of people who shop in Camberwell (i.e. whether or not they are local residents 

and their socio -economic grouping), wh at they think of the area and  how they travel to those shops  

¶ To identify the local residents and people travelling through the area who donõt shop in Camberwell 

and to understand the  reasons why they choose not to 

¶ To assess what general improvements to the area and to the transport provision could make it more 

attractive to shoppers.  

It is hoped this will be of benefit to the members of th e Camberwell Travel Plan Group and local traders, in  

understanding how to maximise the business opportunities arising fr om local sustainable transport initiatives, 

passing traffic and the existence of a busy public transport node in the locality.  The survey data will also 

assist those seeking to promote the area to identify gaps in transport provision, and provide them with  the 

information to design an effective space for those that would like to use the shopping area . 

2.2  Target survey groups  

2.2.1  Target groups  

The aim of conducting the questionnaires was to find out both how shopkeepers perceive their customers 

behave in relation to their transport choices, and why people do or donõt shop in Camberwell Green. The 

first part of this work involved surveying those who currently shop in or visit the Camberwell area, local 

shopkeepers, hospital employees, local residents, and key stakeh olders. Each of these groups was 

approached separately with a specially tailored  survey.  

On-street surveys were conducted with potential shoppers, target groups included people already shopping, 

passers by and those changing from one public transport serv ice to another. Key survey locations around 

Camberwell were chosen both for volume of people and types of activity.  

Shopkeepers throughout were approached individually, where possible all shops were visited and invited to 

participate, with particular empha sis on representing the diversity of shops.   

Hospital employees from the Maudsley and Institute of Psychiatry were surveyed, either in person at the 

staff canteen or online.  

The survey was sent to residents through the Camberwell Renewal magazine and an online version of the 

survey was promoted through local forums and email groups.  

Stakeholder interviews were conducted with a number of community, resident, business and council 

representatives  to elicit their views on Camberwell as a shopping centre.  

Addit ionally a number of key local reports have recently been produced that have been used as reference,  

these include the results of the SE5 Planning for Real exercise, the Camberwell Forward Regeneration 

Programme ð A Vision for Camberwell and the results of  the Camberwell Transport Summit, the Camberwell 

Action Plan.  
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2.3  Questions and data collection  

The survey design was based on the structure recommended as part of the feasibility study, which aimed to 

gather information that could be compared to results from other surveys on this topic. These surveys were 

then fine -tuned and trialled by volunteers, and in the case of the shoppersõ survey re-written after the first 

day of surveying.   

Two main surveys were developed, one being for shop keepers, the other for sho ppers, residents and hospital 

staff. Shopkeepers were asked how they thought their customers travelled and how this related to how much 

they spent, along with their own views on the shops and transport in the area. The other three surveys had 

the same key questions to allow data comparison  however, non-relevant questions were removed and 

questions of particular relevance to each audience added.   

Information gathered from shoppers , residents and hospital staff  included what activities and how much 

spending they do in Camberwell Green, the mode and location  they are travelling both to and from  and their 

views on what would make Camberwell a more attractive shopping option . 

In addition, for all surveys apart from the shopkeepers some personal information was re quested, i ncluding 

gender, age, where respondents  lived and how many cars are owned in their household. Three questions are 

included that determine the NS -SEC (National Statistics Socio Economic Classification). These are designed to 

be relatively non intr usive and classify respondents into five socio economic classes as shown in Table 1 with 

75% accuracy.  

Class Label 

1 Managerial and professional occupations 

2 Intermediate occupations  

3 Small employers and own account workers 

4 Lower supervisory and technical occupations  

5 Semi-routine and routine occupations  

Table 1 National Statistics Socio Economic Classes  

The personal information has been used for two purposes. One is to compare th e responses given by our 

sample with local census data in order to check how representative our sample is of the local area. The 

second is to ascertain whether Camberwell Green attracts only particular types of customer or customers 

who live in particular areas. 

Four versions of the questionnaires were devised, one for people visiting the area,  one for hospital staff,  one 

for local residents and one for shopkeepers, as described in the next section. Questionnaires have been 

attached as Appendices 2 to 5.  

2.4  Shoppersõ survey 

2.4.1  Distribution  

The shoppersõ survey was conducted over a ten day period between the 27 th of September and the 10 th of 

October 2007, over a range of times and locations within the Camberwell shopping area. Surveys were 

carried out on Monday bet ween 10 am and 3 pm, Wednesday between 1.30 pm and 6 pm, Thursday between 

2.30 and 6 pm, Friday between 9.30 and 1.00 pm and Saturday between 10 am and 4 pm.  Small teams of 

surveyors went out on each of the above days and were based in different locations around the area for at 

least 2hrs at a time. There were between two and five people interviewing on each day. The questionnaire 

took approximately 7 to 10 minutes to complete. The questionnaire is shown in Appendix 2. 
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The survey was tested by volunteers pr ior to taking it on ðstreet, further changes were made after the first 

day of surveying as certain questions were found to be confusing. Those surveys collected on the first day 

were analysed separately and results then collated with the other days of surve ying for inclusion in this 

report.    

2.4.2  Survey locations within Camberwell  

The feasibility study identified a number of places which were most suitable for conducting the shoppers õ 

survey and these were targeted when surveying.  The surveyors focussed their attention on the areas with 

highest footfall in particular:  

¶ The south side of Denmark Hill near Butterfly Walk and bus stops P and Q  

¶ The north side of Denmark Hill between Woolworths and Somerfield , near bus stops  R, S and T 

¶ The east side of Camberwell Church Street, near bus stop K  

¶ The West side of Camberwell Church Street, near bus stop L.  

In addition, surveys were carried out in the Somerfields car park and with people entering or leaving 

different shops  and cafés. Areas with shops included outside Somerfield, Hinds Jeweller, the Oriental 

Supermarket, Woolworths, the white goods shop and the art gallery near the Coldharbour Lane crossing, 

Pesh Flowers, Butterfly Walk and Barclays.  
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2.5  Hospital surveys  

As part of the Camberwe ll Travel Plan Group, the Maudsley NHS Trust, the Institute of P sychiatry and Kings 

College Hospital were keen for their staff to take part in the survey. This provided a useful alternative 

viewpoint from a range of staff that  come into the area daily but donõt necessarily live close by.  

A version of the shoppersõ survey was developed for distribution to this audience. This questionnaire is 

shown in Appendix 4. The questionnaire took approximately 10 minutes to complete.  

 

Figure 3: Map of Camberwell showing hos pital locations  

2.5.1  Distribution  

Surveys were promoted online throughout November through a weekly email bulletin, 65 people completed 

online surveys as a result. Surveys were also conducted in person on the 8 th of November with staff using the 

Maudsley canteen at lunch time, 41 peop le answered surveys in person.  

2.6  Local residentsõ survey 

2.6.1  Distribution  

In order to reach a cross section of people living within the Camberwell area the survey was distributed both 

in hard copy through the Camberwell Neighbourhood Re newal magazine and online through emails and 

forums.  

The hard copy was inserted into the magazine and was distributed  to 10,000 households in November. The 

Camberwell Renewal magazine goes to residents on local estates, to housing offices and community gr oups 

and to key locations such as the library and cafes. A freepost service was available for return of the 

hardcopy.  The electronic copy was available by download or email through the Camberwell Neighbourhood 

Renewal website3 and was promoted through the  SE5 forum, Camberwell blog and contacts within local 

groups. By promoting the survey through both of these avenues it was anticipated that people from a range 

                                                 
3 http://www.camberwellrenewal.org.uk/  
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of socio-economic backgrounds would have the chance to complete the survey.  The questionnaire is shown in 

Appendix 3. 

As getting the maximum response rate to the survey sent out to local residents  was critical, an incentive of a 

random prize draw of five £100 vouchers for those that return surveys was offered.  The vouchers were 

offered for the Camber well shop of the winners õ choice. While it was thought to be appropriate to offer a 

prize that supported the local Camberwell shopping community it was also important that the prize would 

attract a wide an audience as possible and not create bias by attrac ting only those interested in certain 

types of prize.  

2.7  Shopkeepersõ survey 

2.7.1  Questionnaire  

The shopkeepersõ survey examined the perception s of shopkeepers so these results could be compared with  

the results of the surveys of shoppers in Camberwell Green and local residents. The questionnaire took 

between 5 -15 minutes to complete, depending on what the shopkeeper wished to record.  

The questionnaire is shown in Appendix 5.   

2.7.2  Distribution  

The shopkeepersõ survey was completed by 81 representatives from shops wit hin the main Camberwell 

shopping area - Camberwell Church St as far as Vicarage Grove, along Camberwell Road to Wyndham Road, 

Camberwell New Road to Camberwell Station Road, Denmark Hill to De Crespigny Park and along 

Coldharbour Lane to Kenbury Street - representing 27% of the (approximately ) 300 businesses targeted in this 

area of Camberwell.  
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Figure 4: Map of Camberwell showing the main streets where shopkeepersõ surveys were carried out  

Interviews were conducted over a two wee k period from the 27 th of September to the  10th of October 2007. 

Shopkeepers were visited in person by an interviewer using a standard questionnaire. A summary of the types 

of positions of those interviewed, and a full list of the organisations  that partic ipated is included in the full 

results in Appendix 9.  

2.8  Local Stakeholders interviews  

Interviews were held with key local stakeholders to obtain their views on the Camberwell shopping area and 

on transport issues linked to the use of the shops in the area.  A general list of topics  reflecting the aims of 

the survey was developed and used as the basis of an open discussion.  

Stan Dubeck, Manager of the neighbourhood Renewal Team and Diana Bunyan, Sustainable Transport, 

Transport Planning, LB Southwark provided a list of people they would like contacted as part of the 

shoppersõ survey. This list was made up of a sample of key people who had been involved in different 

aspects of Camberwell development including: Campaspe Lloyd Jacob representing the Camberwell S ociety, 

the Chair of Glebe Estate, C ouncillor  Chris Page, Councillor Sandra Rhule, Don Phillips, local resident, Kim 

Jones, from the Castlemead Estate, the Management of Butterfly Walk, Mark Dodds, SE5forum and local 

business owner, Stan Dubeck, Manager of Camberwell Neighbourhood Renewal team and Terry Eagle, 

Manager of McDonalds. While every attempt was made to speak to as many of these people as possible it 

wasnõt possible to interview all of them. The following table outlines those that were contacted and the 

method of interview conducted.  


