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1 
 Introduction 
 

T
H

E FRU
STRATIO

N
 FRO

M lack of travel inform
ation w

hen recently 
searching for a house helped influence the proposal of this project. 
The purpose of this paper is not to focus on the application of the 
technology, but to understand if there is the potential for technology 
to link property buying w

ith sustainable travel and create behavioural 
change through its availability at a key life event. 

O
ne of the

 U
nited Kingdom

’s m
ost popular online property buying 

w
ebsites Rightm

ove.com
 w

as created in 2000. Since 2006 its usage 
has grow

n every year, w
ith over 100m

illion people using it in its 
lifetim

e (Rightm
ove Plc, 2015). This reflects both increased 

accessibility to technology and the shift in property hunting m
ethods. 

The N
ational Association of Estate Agents (N

AEA) Director, M
ark 

H
ayw

ard stated:  

“There has been a shift in the w
ay people look for potential houses, 

from
 deciding upon an area first then seeing a local estate agent, to 

now
 looking at m

ultiple suitable search areas and houses online 
before approaching estate a

g
e
n
t
s
.” 

This change in property buying is broadening inform
ation and choice 

in w
hat people look for w

ith properties and increasing the ease of 
com

parison. It is therefore a good tim
e to use this change in 

technology and property hunting to help influence behaviour change 
factors w

ith how
 they use and view

 transport.  

It is largely understood that the travel choices people take w
ith 

routes they m
ake every day and at all tim

es of year are m
ostly 

habitual. H
abitual behaviour is behaviour w

e do every day w
ithout 

thinking, com
m

uting is a prim
e exam

ple. Research has found that 
m

ajor life events that cause a reflection on that habit can stim
ulate 

people to change or reflect on changing their habitual behaviours 
(Risselada H

. et al, 2014).  

Prom
otion of positive and sustainable travel choices, aw

ay from
 the 

private car is needed to help tackle the grow
ing issues w

e are having 
w

ith dem
and on our roads, especially during the m

orning and evening 
peak hours. This links m

oving property (regarded as one of the biggest 
life changing events) and changing travel behaviour, as tw

o obvious 
denom

inators w
here technology could be presented to the individual 

to prom
ote the idea of m

aking m
ore sustainably conscious choices and 

think about w
hat m

odes they use to travel and w
hy.  

This paper uses research into behaviour change, com
bines it w

ith a 
qualitative and quantitative study of people w

ho have recently m
oved 

and their thought processes throughout. Taking the aim
s and 

outcom
es previously proposed, it develops these ideas into a further 

dim
ension of how

 the role of technology can be used in the decision 
m

aking process through looking at current technologies, and how
 they 

can be used to facilitate behaviour change. 

This paper seeks to answ
er the follow

ing questions:  

1. 
To w

hat extent do people actively research travel options w
hen 

looking for a property?  

2. 
If presented w

ith travel options through technology w
ithin the 

property search, w
ill people be influenced by and use this 

inform
ation?  

3. 
W

hat technology is being utilised today to inform
 transport and 

property choice? Are people using these, and is there scope for 

m
ore to be done? 

4. 
W

hat are the potential future im
pacts of this research and are 

there any policy im
plications that could arise from

 this research?  
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 Literature Review

 
 

B
EH

AVIO
U

RAL DECISIO
N

 M
AKIN

G w
ith regards to how

 people choose 
to travel, especially though their daily com

m
ute, is a result of the 

individual m
aking m

ultiple decisions that reflect their priorities of 
getting to their destination (Jaffe E. 2013). M

aking this sam
e trip 

continuously for exam
ple, from

 a house to an office, m
akes an 

individuals’ choice of how
 they travel becom

e habitual. H
abits are 

m
ost likely to be broken w

hen there is a big change in that in that 
individuals’ life (Kenyon and Lyons, 2003). M

oving property is a clear 
change w

here a person’s travel decisions can be influenced. Part of 
the property hunting process is looking at its location and 
surroundings. It is becom

ing m
ore com

m
on to use technology to carry 

out this search, therefore the opportunity to present people w
ith 

additional inform
ation on sustainable m

ovem
ent available in certain 

areas is large.  

Research into how
 and w

hy people’s behaviours change is vast and 
constantly changing. As technology has becom

e a part of everyone’s 
every day, a third dim

ension of research has been created. M
any new

 
technologies, and their grow

ing everyday accessibility, have com
e 

about as a response to changes in behaviour through social influence 
(Risselada H

. et al, 2014). H
ow

ever, the factors that w
ill help 

technology shift people tow
ards using sustainable transport, is by 

using technology as a catalyst and part of a holistic approach to 
create the change in behaviour. Research into technology that creates 
sustainable behaviour has found key factors for success. The m

ain 
approaches w

ithin current academ
ic thinking is sum

m
arised by M

orris 
et al (2012) and Johnson (2013): 

    
x 

In order to prom
ote sustainable behaviours, innovation has the 

potential to be an influencer if it is disruptive. It needs to 
challenge these technologies that have becom

e the norm
 and 

currently influence unsustainable behaviours.  
x 

In order for the change to not only occur but be sustained, the 
individual needs to critically reflect on their actions and w

hy 
they are doing them

. The technology needs to allow
 for this. 

x 
Technology can have a specific im

pact w
here there is intention 

to perform
 another behaviour, how

ever in reality the habit is 
perform

ed. Through using rem
inders and providing ‘self-binding’ 

incentives to create aw
areness to perform

 the intentional 
behaviour, technology can reinforce and rem

ind people to 
consistently perform

 the behaviour change until it becom
es 

habit.  

 Developing user interfaces that com
bine a range of behaviour change 

techniques w
ill create a higher chance of a shift in an individual’s 

habitual behaviour. TSC (2015) have show
n that there are specifics to 

behaviour change w
hen it com

es to transport choices. The new
est 

ideas look at changing travel choices is to provide M
obility as a 

Service (M
AAS). This is com

bining im
provem

ents in infrastructure w
ith 

technology, education and im
proving the experience on public 

transport holistically to create behaviour change.  

TSC have established a ‘H
ierarchy of Traveller N

eeds’ w
here it looks 

to create the opportunity of behaviour change through m
eeting the 
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 potential needs of the user. As technology provides the ability to be 
instantaneous w

ith personalised inform
ation, so should the provision 

of transport and how
 it is understood and accessed. Additionally, 

Schw
anen et al (2012) em

phasise the im
portance of education w

ith 
behaviour change tow

ards sustainable travel.  

Com
bining all of the aforem

entioned factors into the provision of 
technology w

ill help inform
 the shift tow

ards sustainable travel, in 
turn the inform

ation fed back into the technology by users w
ill only 

better its success rate and w
ill help im

prove user know
ledge for 

m
ultiple industries, such as the property m

arket and travel. These 
ideologies need to form

 part of the approach w
ith regards to policy 

and future applications.  

The flow
 chart show

s how
 inform

ation in this literature review
 has 

helped inform
 the survey and interview

 questions, w
hich has in turn 

help to form
 the overall questions this paper seeks to answ

er.  
  

  

Literature Review

Survey Q
uestions

Interview
 Q

uestions

Paper Q
uesitons

Conclusion
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 Research m

ethodology
TO

 INFO
RM

 TH
E questions set out in the introduction and the 

research questions asked, initial research w
as done through analysing 

relevant literature on behaviour change, technologies influence on 
behaviours and property buying. The findings from

 this w
ill be 

discussed throughout the paper. 
 

Prim
ary research w

as conducted through an online survey w
ith 

responses collected in Septem
ber and O

ctober 2016
1. The survey’s 

sam
ple population w

as anyone over the age of 18 w
ho lives in the U

K, 
has m

oved in the last 5 years
2 and has access to the internet. There 

w
ere 147 respondents that m

et the criteria. W
here possible the 

questions w
ere closed questions w

ith the option to expand further 
using the ‘other’ (please specify) button. This allow

ed for a high level 
of quantitative analysis.  

 

                                            
1 Survey conducted through Survey M

onkey. Full questions for survey and 
interview

s provided in the Appendix.  

Figure 1 show
s the age profile and location of the respondents. A 

high am
ount of participants are below

 35, reflecting the age profile of 
those m

oving and using technology. O
f this population 99% use a 

com
puter; 98% a sm

artphone; and 61% use a tablet. This 
dem

onstrates high accessibility to technology and therefore sets the 
survey respondents as people already using technology.  
Further qualitative research w

as com
plete through 3 interview

s w
ith 

estate agents across the U
K. The sam

ple consisted of: 

1. 
A traditional ‘w

alk-in’ estate agent from
 Felicity J Lord in 

London 
2. 

A traditional ‘w
alk-in’ estate agent from

 CJ H
ole in Bristol 

3. 
The M

anaging Director of N
ational Association of Estate Agents  

The questions w
ere sent via em

ail giving each individual tim
e to 

respond w
hen able, as they all w

ork full-tim
e. This option w

as seen as 
the best w

ay to allow
 for m

ore thought out answ
ers, and is seen as a 

good w
ay of focusing them

 on the question at hand, over entering 
general conversation (Jam

es N
. 2016). 

The questions w
ere tailored to the individual being interview

ed, but 
all questions looked to gain further inform

ation to help answ
er this 

paper’s questions. The purpose of the interview
s w

as to obtain expert 
opinion on the property search, how

 technology has changed this 
process and understanding the buyer.  

O
nline survey and interview

s focussed on com
m

uter journeys or 
predom

inant daily journeys from
 the property as this is considered 

the m
ost habitual form

 of travel. This form
 of transport also has the 

largest effect on congestion across the country (Jaffe E. 2013). 
 

2 Tim
efram

e that em
erging technologies of interest (e.g. apps) w

ere 
becom

ing popular w
ith property hunting.  

0%
20%

40%

Scotland

N
orth of England

M
idlands and East of England

South of England

London

W
ales

Total count (%)

Location

Figure 1: A
ge and location profile of respondants sum

m
ary 

age 18 - 26
age 27 - 35

age 36 - 44
age 45 - 53

age 54 - 62
age 63
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 To w

hat extent do people actively research 
travel options w

hen looking for a property?  
 

JO
H

N
SO

N
 (2014) REPO

RTED TH
AT the m

ain reason people m
ove 

hom
e is for im

proved lifestyle; w
hether that’s further aw

ay from
 a 

city to have a larger property, or into a nicer neighbourhood. The 
ability to com

m
ute easily and affectively can also have a big im

pact 
on w

here people w
ant to m

ove to and therefore the property prices in 
that area.  

The survey show
ed that 54% of the respondents didn’t change their 

m
ethod of com

m
uting w

hen they m
oved property. H

ow
ever, of those 

that did change their m
ode of transport it w

as a shift tow
ards 

sustainable m
odes w

ith Car com
m

uting going dow
n from

 34% to 29% 
and train com

m
uting going up from

 21% to 24%. Cycling w
as the only 

m
ode to stay w

ith the sam
e percentage of users. This show

s that 
there is scope for people to change their m

ode of transport w
hen 

m
oving properties and therefore there is a large potential for people 

to use that inform
ation if presented to them

.  

Additionally, the results of the prim
ary survey show

ed that the m
ost 

im
portant part about a properties location w

hen searching, w
as the 

property itself over the location, and the quality of the surrounding 
area. The low

est ranked reasons w
ere accessibility to cycle routes 

and bus stations, and local pedestrian routes and their quality. The 
reason for access to a train link being high up show

s that the 
attraction of being near a train station is higher than a bus. This could 
also be a reflection of the large am

ount of responders from
 London. 

Although, it is w
orth noting that all these attributes w

ere still in 
respondents top 5 reasons. Figures 2 and 3 dem

onstrate in detail the 
results and the individual rankings for top highest and low

est rated 
factors.  

   

 

0
20

40
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80
100

Accessibility to train station

Accessibility to local am
enities

Journey tim
e to w

ork

Q
uality of surrounding area

The property itself (over the location)

Total count (n)

Figure 2: The 5 highest ranked reasons for chosing a 
property's location

1 (top priority)
2

3
4

5 (low
est rank)

0
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10
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Accessibility to bus station

Local pedestrian routes and quality

Accessibility to cycle route

Distance to local schools

Distance to a m
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ay or m
ain road

netw
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Total count (n) 

Figure 3: The 5 low
est ranked reasons for chosing a 

property's location

1 (top ranked)
2

3
4

5 (low
est ranked)
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 This feasibly show

s that people look at transport options as a 
secondary factor, but rate the journey tim

e to get to their w
orkplaces 

as a high factor. This suggests that there is lack of com
m

unication 
over the ability of a range of transport options being a w

ay of 
providing potentially quicker or m

ore accessible journeys than a car if 
the property is situated in the right place.   

Although consideration of review
ing the travel options prior to 

purchasing or looking at the property m
ay not m

ean people w
ill 

actively change their travel options, it is a clear indication of the 
consideration to change their behaviours occurring. Survey 
respondents w

ere asked if they w
ere given inform

ation on local travel 
by estate agents w

hen searching a property. Figure 4 below
 show

s 
that the m

ajority of survey respondents didn’t receive any help w
ith 

their travel options w
ithin their property research. If they did, a high 

percentage also did additional travel research. O
nly 20% did no 

research on travel options surrounding their property.  

Furtherm
ore, the estate agent interview

s revealed that the Bristol 
estate agent did not give travel inform

ation unless a potential buyer 
asked for it, stating that: 

“Proxim
ity to am

enities in w
alking distance is often a m

ore 
a
t
t
r
a
c
t
iv

e
 p

r
o
s
p
e
c
t
.” 

H
ow

ever, providing a reflection of the difference betw
een London 

and elsew
here in the U

K, the London estate agent gives inform
ation 

about local transport links from
 early discussion about a property 

stating that she: 

“
…

tends to attach G
oogle links of the distance from

 the property to 
t
h
e
 n

e
a
r
e
s
t
 T

u
b
e
 S

t
a
t
io

n
.”

  

This provides evidence of a juxtaposition betw
een the buyers that do 

their ow
n research and the agent that provides little inform

ation 
outside of London. There is clearly a m

issing provision of inform
ation 

if 70% of respondents are doing their ow
n separate transport 

research.  

 

 

 Results suggest that, outside of London, there is a low
 am

ount of 
people actively seeking travel options from

 estate agents them
selves, 

how
ever the w

ay people travel is m
oving aw

ay from
 the car. 

Additionally, people w
ill do their ow

n research on travel from
 a 

potential property, show
ing that people are looking at the 

inform
ation and therefore w

ill be open to being presented w
ith the 

inform
ation. The im

provem
ent needs to be in the w

ay that that data 
is then processed and presented to the individual to show

 them
 m

ulti-
m

odal travel options above the car to places they regularly visit.  
 

10%

17%

53%

20%

0%
20%

40%
60%

Yes

Yes - but still needed m
y ow

n extra
research

N
o - did m

y ow
n separate research

N
o - didn't do any research

Response (%)

Figure 4: Did you receive any inform
ation about 

local transport w
ithin your property search? 
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 If presented w

ith travel options through 
technology w

ithin the property search, w
ill 

people be influenced by and use this 
inform

ation?  
T

H
ERE ARE ALREADY a num

ber of inform
ation outlets that provide 

individuals w
ith m

ulti-m
odal travel and origin destination know

ledge, 
through m

obile applications and w
ebsites. W

ithin the survey the 
question of w

hich applications people w
ere currently using w

as asked. 
The aim

 of this w
as to find out if people w

ere using journey planning 
applications and if so, w

hich ones. From
 the answ

ers w
e found that 

on average people had three different journey planning apps on their 
phones, w

ith the m
ost being nine. This show

s that people do not rely 
on one opinion or one m

ode to decide how
 they m

ove, and further 
backs up the aforem

entioned theory that decision m
aking w

ith 
regards to transport relies on a m

ultiple of factors.  
 

Figure 5 show
s the m

ost popular applications m
entioned in the survey 

w
ith at least 3 m

entions. It dem
onstrates that G

oogle M
aps, a 

m
ultim

odal planner show
ing inform

ation on; w
alking, cycling, car and 

public transport, is the application that m
ost people have on their 

phone. W
ith the tw

o rail inform
ation apps com

ing second and third. 
This further links up to our findings that w

ith the respondents of the 
survey, one of the highest things people look for w

ith the location of 
their property is accessibility to a rail station. Therefore technology 
that provides com

parably journey tim
es to not only car, but also to 

rail w
ith other m

odes of transport w
ill further encourage people to 

look at other m
ovem

ent options for their com
m

ute or regular travel. 
Additionally, the top applications all provide up to date arrival, 
departure and journey length tim

es for their respective m
odes, 

show
ing a further key feature that give people the inform

ation they 

w
ant and therefore encourage use. The accuracy of rail inform

ation 
w

ith regards to tim
ings m

ay provide a clear additional factor to w
hy it 

is top.  

 

 

 This inform
ation can be further tied into the property hunting process 

through the survey show
ing that 74% of people that m

oved into rental 
accom

m
odation initially found their property through a m

obile app or 
w

ebsite, w
ith this num

ber being 81% for buyers. This dem
onstrates 

the scope for additional inform
ation about travel to be presented to 

individuals w
ithin these online platform

s.  

Figure 6 show
s that from

 the respondents, the prim
ary reason people 

travel via their selected m
odes. It dem

onstrates that journey tim
e 

and distance w
ere the m

ost ticked reasons w
hy they choose their 

current choices w
ith the reasoning that it is out of habit or for health 

being the least ticked option.  

0%
3%

6%
9%

12%
15%

18%
21%

24%
27%

N
etw

ork W
est M

idlands (m
ultim

odal)

Apple m
aps (m

ultim
odal)

Tube M
ap (tube)

U
ber (car)

City M
apper (m

ultim
odal)

Trainline (rail)

N
ational Rail (rail)

G
oogle M

aps (m
ultim

odal)

Response (%)

Figure 5: The m
ost popular Journey Planning applications used by 

survey responders, and the % of responders that use them
.   
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 Although presentation of the inform
ation, and potential buyers seeing 

it is one thing, the actual use of this inform
ation is w

here the ability 
for the technology to change behaviour occurs. W

ithin the survey, tw
o 

questions w
ere asked; one w

as seeing if people’s decisions about a 
property w

ould change if they w
ere given inform

ation about travel 
options to it. The second asked specifically if this inform

ation w
as 

provided in a property searching application (providing the rest of it 
w

as good), w
ould they use that application over another. Responses 

in Figure 7 show
 that the m

ajority of people answ
ered m

aybe to both. 
Furtherm

ore, there w
as a positive response to people using an 

application w
ith this provision over another, w

ith 43% say definitely 
and 5% saying not at all. W

hen asked, the Director of the N
AEA said 

that an application w
ith these features w

ould be:  

“
…

extrem
ely useful, there is a high potential for this app

.” 

This show
s that people see travel as som

ething they choose to get 
them

 som
ew

here as quickly as possible w
ith the m

ost accessibility to 
their hom

e. This need for accessibility has further dem
onstrated that 

people w
ill be w

illing to have travel options as a factor for 
consideration w

hen choosing a property. Additionally, people are 
already in the habit of using applications to help w

ith their journey 
planning decision m

aking and therefore having this know
ledge given 

to them
 as an additional elem

ent prior to m
oving could have a 

positive im
pact on sustainable travel behaviour change.    

 

 

 
 

3% 4% 4% 5%
9%

17%
17%

19%
23%

0%
5%

10%
15%

20%
25%

H
abit

H
ealth

N
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Environm
ental Im
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ent
Cost

Accessibility
Distance to w

ork
Journey Tim

e
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Figure 6: Survey responders reson for their current 
m

ode of travel to w
ork.

43%

53%
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Figure 7: Providing travel inform
aiton to potential 

buyers. 

W
ould you use this inform

aiton in an app?

W
ould Travel inform

aiton influence decision?
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 W

hat technology is being utilised today to 
inform

 transport and property choice? Are 
people using these, and is there scope for m

ore 
to be done? 
 

W
H

EN
 Q

U
ESTIO

N
ED ABO

U
T the changes to and future influence of 

technology on property buying, all interview
ees agreed that the w

ay 
people search and look at properties is developing. This claim

 is 
backed up by researchers such as Sisson (2016). H

ow
ever, they felt 

that this could not fully replace traditional estate agency fully as 
hum

an interaction and local unsearchable know
ledge is needed.  

The N
AEA stated the im

portance of com
panies needing to em

brace 
the technology change to provide quick and useful inform

ation to the 
clients. This show

s that there is change and the estate agents are 
recognising this, it is the ones that can em

brace this and adapt w
ith it 

that w
ill do best.  

A review
 of the current m

ost used property hunting w
ebsites and 

applications, ‘Rightm
ove’ 3 and ‘Zoopla’ 4 show

ed that w
ith regards to 

presenting travel inform
ation, both do show

 on a m
ap w

here the 
property is, they give the ability to search by area or define your ow

n 
search boundaries. O

nce a property of interest has been clicked on, 
there is a m

ap of w
here the property is, w

ith w
ritten inform

ation on 
the nearest stations nam

e and the m
ile distance to that property. 

This is the total of the travel inform
ation an individual is given by 

                                            
3 w

w
w

.rightm
ove.co.uk  

4 W
w

w
.zoopla.co.uk  

Rightm
ove, although this does allow

 for people to do their ow
n 

transport searches in a different application.   

 The technology to link property buying and m
ulti-m

odal transport 
options does exist and is being used by a handful of sm

aller property 
searching application operators. A w

ebsite call ‘Propertyw
ide’ 5 

5 w
w

w
.traveltim

e.propertyw
ide.co.uk  

Figure 8: Zoopla Travel Tim
e Search box Exam

ple.  

 
Source: zoopla.com
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 provides a w

ebsite only provision w
ith the ability to input a place of 

w
ork and then search for properties in an area that is a certain travel 

tim
e from

 that w
ork destination.  

As show
n in Figure 8, Zoopla also have this provision on their w

ebsite 
only. This allow

s people to directly com
pare properties or areas on 

their accessibility, w
ith the ability to select public transport as an 

option. Both w
ebsites only give the distance in tim

e for one form
 of 

transport w
hich the user has to choose. They don’t autom

atically 
provide this inform

ation as part of their m
ain search, it is part of a 

different search useful to those interested. Additionally, m
ulti-m

odal 
options are not presented and neither are the routes them

selves – all 
of this m

eans that individuals w
ho are interested w

ill still have to do 
additional research. This m

ay be a deterrent for those not interested 
and w

ill therefore not help them
 w

ith their behaviour change. This 
w

ebsite is run by iG
eolise

6 w
here m

ultiple packages of this softw
are 

w
ith varying am

ounts of inform
ation can be used.  

iG
eolise have reported that there has been a 300% increase in 

conversions (iG
eolise, 2016). Show

ing that even w
ith this softw

are 
being provided by sites as an alternative search, people are using it 
and this only has the potential to grow

 w
ith faster, m

ore realistic and 
better inform

ation provided w
ithout having to do a separate search. 

iG
eolise use their ow

n data to provide the softw
are, how

ever sim
ilar 

inform
ation can be freely open sourced through APIs from

 com
panies 

such a G
oogle and M

apum
ental 7.  

The increasing usage of open source inform
ation and its future gives 

the ability for this technology to use large datasets and provide 
datasets, this therefore helps spread the know

ledge of travel patterns 

                                            
6 w

w
w

.igeolise.com
  

across the U
K to influence the potential for behaviour change through 

technology.  

 Fraser (2016) and Veash (2016) provide inform
ation using current 

trends and em
erging technologies to predict the future of searching 

for and buying a property. Both agree that virtual reality is beginning 
to b\\\e em

braced by shops. Veash (2016) show
s how

 Thom
as Cook 

have introduced in-store Virtual H
olidays for custom

ers to experience 
a place before going there, as seen in Figure 9.  

7 w
w

w
.m

apum
ental.com

/  

Figure 9: Virtual Reality in Thom
as Cook stores 

 
Source: http://visualise.com

/case-study/thom
as-cook-virtual-holiday  
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 This can easily be translated into in-store virtual property view

ings 
w

here the clients can view
 properties all from

 one place instead of 
going ‘around the houses’. H

e argues that by em
bracing technology 

in-store the w
hole process w

ill becom
e m

ore engaging for the buyer, 
w

ith further innovation potentially allow
ing on-street estate agents to 

becom
e a m

ultifaceted shop for access to everything to do w
ith 

property.  

In addition to the potentials of virtual reality m
entioned, Fraser 

(2016) includes the ability of being able to com
bine 3D technology to 

place your furniture into a room
. She also suggests that the influence 

of the increasing accessibility of drones w
ill provide a m

arket for 
people flying them

 around to view
 a neighbourhood at different tim

es 
of the day allow

ing them
 to assess noise levels for exam

ple. 

  

All of these future exam
ples of technology have em

pow
ering the 

custom
er by providing easy access to inform

ation and decision m
aking 

abilities, and this has already been seen w
ith disruptive technologies 

such as U
ber and Airbnb. Furtherm

ore, all these property buying 
technologies have the ability to be further enhanced by including 
transport inform

ation, such as the visualisation of an individual’s 
cycle route to w

ork or a w
alk to a train station. This in turn w

ith the 
grow

ing sector of M
AAS, w

here they could buy their ticket on the w
ay 

to the station, for exam
ple, w

ill help to create a holistic approach to 
im

plem
enting the idea of behaviour change before an individual as 

even bought a property.  

In order for these potential developm
ents in inform

ation technologies 
to be achieved there needs to be the policies and w

illingness for both 
the governm

ent and com
panies to em

brace change and innovation. 
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 W

hat are the potential future im
pacts of this 

research and are there any policy im
plications 

that could arise from
 this research? 

IF M
O

RE PEO
PLE know

 about their travel options before m
oving to 

a place, they w
ill have the ability to m

ake inform
ed decisions early 

on. This in turn m
ay convince people to only take one car to a 

property and buy one that is near an accessible com
m

uter link, and 
therefore reduce the num

bers of cars on the road. Additionally, this 
could lead to less on street parking and therefore further low

ering the 
congestion on local roads, as w

ell as a potential increase in property 
prices in areas w

ith better transport connections. This w
ill potentially 

create a push for better public transport connectivity and 
infrastructure in areas to help increase the value of the area. The 
positive cycle that this has the ability to create can clearly be seen in 
London w

here, even before the Crossrail line has been created, 
property prices in areas w

here there w
ill be a stop have already 

increased and are predicted to continue increasing by 3.3% over other 
property prices in the area (Bloom

field, 2016).  

In recent years w
e have already seen and are continuing to see 

substantial investm
ent in transport w

ith policy aim
s looking to 

encourage greater use of public transport, cycling and w
alking w

hich 
all has the final aim

 of reducing the reliance on cars. H
ow

ever as 
results from

 this survey and national statistics show
, com

m
uting by 

car is still done by the m
ajority so the only w

ay for this investm
ent in 

the infrastructure to take effect is to provide a com
plete holistic 

education through all avenues to facilitate com
plete behaviour 

change. Providing inform
ation through technology gives the ability for 

it to be personal and therefore m
ore affective in its m

otivation than 
traditional m

ethods. G
eneralist inform

ation given to the m
asses does 

not have an im
pact on today’s society w

here everything w
e do is 

tailored for our convenience. The governm
ent need to understand the 

im
pacts that innovating w

ork to provide inform
ation that an 

individual finds useful specifically to them
, has the potential to 

have a m
uch larger im

pact. This is starting to be reflected in policies 
through innovation grants from

 the DfT (2016). H
ow

ever in order for 
these to be successful, inform

ation found needs to be im
plem

ented 
into policy. 

Furtherm
ore, authorities could w

ork w
ith the technology to inform

 
potential m

overs about future infrastructure schem
es happening 

near to their search. This could have an additional im
pact on 

decision m
aking. It w

ill further prom
ote an area that is having 

investm
ent. 

Policy im
plem

entation of behaviour change that is brought in w
hen 

residential relocation happens, such as after a new
 council tax is 

requested, could help back up the technology people are presented 
w

ith w
hen searching. This additional influence and personalisation 

could have a large potential to w
ork w

ith behaviour change. 
Furtherm

ore, local transport bodies could interlink w
ith the 

councils to incentivise sustainable travel for those relocating in the 
form

 of public transport discounts, for exam
ple. Local authority’s w

ill 
benefit greatly from

 the data presented by any technology arising and 
it is im

portant they m
ake use of that to help understand the 

accessibility of different parts of their locality. This could therefore 
help to im

prove both infrastructure and know
ledge in those areas. 

The data received could further back up funding applications and 
infrastructure investm

ent.  

Behaviour change w
ill, in-turn, lead to pressure for infrastructure 

change for exam
ple, new

 and im
proved segregated cycle lanes, but 

neither w
orks w

ithout the other. The governm
ent need to adopt a 

com
prehensive plan that looks at changing both sim

ultaneously an
d 

incorporate technology as a highly effective and im
portant catalyst 

in the im
plem

entation of any plans.  
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 Concluding Discussion  
 

T
H

E KEY O
U

TCO
M

E of this paper is to provide an understanding of 
how

 technology can be used to link transport and place, and 
dem

onstrate how
 this inform

ation can be used to benefit estate 
agencies, local authorities and the general population. This w

as 
broken dow

n into a num
ber of research questions presented in the 

introduction. The follow
ing can now

 be said regarding the view
s from

 
the survey responses, interview

s and relevant independent research: 

x 
The m

ajority of people currently do independent research on 
travel inform

ation for a potential property; 
x 

People w
ill pay m

ore attention to travel m
odes if the 

inform
ation is given to them

 during their property research; 
x 

Technology can influence behaviour change, if part of a 
holistic approach;  

x 
The technology to create the link betw

een property buying 
and a shift in travel patterns is available and adaptable; and 

x 
If em

braced by both local governm
ents and estate agents the 

ability for this technology to have a m
ajor im

pact in shifting 
people com

m
uter m

odes aw
ay from

 the car is large.  

A key factor to this having a positive effect is m
aking the inform

ation 
personal to the custom

er and using the subsequent data to further 
enhance the technology.  

Although not taking aw
ay from

 the im
portant results found, there are 

lim
itations to this study. W

ith a larger sam
ple size, m

ore 
representative results could be obtained. Additionally, analysis of the 
results have show

n a difference betw
een London and the rest of the 

U
K, presenting the potential to perform

 a separation and com
parison 

study betw
een different areas in future. The difference betw

een 

renters and buyers could be explored further, w
ith a clear break 

dow
n of housing type, and location, for exam

ple; suburbs against 
urban areas. Although future technology w

as looked at, a prototype 
of how

 this technology w
ill look could provide a further understanding 

of the propensity of use.  

Throughout the paper travel choices and creating sustainable 
behaviour change have show

n to be m
ulti-faceted entities. 

Approaches need to include the syncing of infrastructure 
im

provem
ents, education and technology, and tim

ing this correctly 
w

ith a life changing event, such as m
oving, w

here the individuals are 
m

ost likely to accept and perform
 change. This in turn w

ill help to 
im

prove neighbourhoods, and not only reduce the spatial blocks of a 
highly used sustainable travel system

 but also break dow
n the 

psychological barriers to change.   

The potential for change is great and w
ill becom

e greater if local 
governm

ents get involved alongside local com
panies to provide the 

user w
ith useful and accurate inform

ation about neighbourhoods 
present and future accessbility. This in turn w

ill increase the usage of 
transport other than the car and can have a m

assive effect on both 
the m

ake-up of that area, congestion, and the funding to 
infrastructure being provided to an area.  
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 Appendix B: Interview

 w
ith M

ark H
ayw

ard 
Director of N

ational Association of Estate Agents 
1. 

W
ithin course m

aterials do you prom
ote the im

portance of an 
estate agent know

ing the local area to w
here they are selling 

properties? If not w
hy not?  

Very im
portant. Local expert should be fully aw

are of anything that 
affects the area. 

2. 
Across the U

K (excluding London) to w
hat extent do you feel 

that the location of a property is influenced by its proxim
ity to 

a transport hub (cycle netw
ork, bus stop, train station)?  

H
ugely influential in term

s of speed, availability, access, w
hat the 

transport is e.g. rail, road quality, and busses.  

3. 
To w

hat extent do you feel there has been a change in the w
ay 

buyers search for properties over last 5 years and since the 
introduction of m

obile apps? H
ow

 do you feel estate agents 
have reacted to this change, and how

 could they im
prove? 

Criteria rem
ains constant. Schooling as a criteria has increased in 

recent years as people are m
oving less = m

ore im
portant for the long 

term
. Large am

ount of info prior to view
ing.  

Basics are still there. The judgem
ent is the sam

e, but can m
ake the 

judgem
ent earlier.  

Area is expanded, not just an area they know
 – can be places they 

w
ouldn’t norm

ally consider.  

4. 
Do you feel that in the last five years there has been a change 
in w

hat people find im
portant in regards to a property’s 

location (e.g. access to local am
enities is now

 m
ore im

portant 

than access to a train station)? If so can you confirm
 your 

view
s on w

hat the m
ain shifts have been and w

hy? 

Yes trying to encourage the technology: doesn’t replace the hum
an 

interaction (aspect) – can act quicker w
ith getting info out to people. 

N
eed to em

brace the tools, but not underestim
ate the hum

an 
interaction.  

5. 
W

hat technologies are currently used m
ost by estate agents 

and w
hat technology developm

ents are in process that m
ay aid 

the house buying process?  

Extrem
ely useful, there is a high potential for this app. 
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 Appendix C: Interview

 w
ith Bristol Estate Agent 

  1.       Do you actively give prospective buyers inform
ation on the 

areas local transport, or do you w
ait until they ask about it? 

I tend to w
ait until they ask for it unless it is a particular selling point 

for a property. Proxim
ity to am

enities in w
alking distance is often a 

m
ore attractive prospect that being close to local transport in a city 

the size of Bristol. 

  2.       H
ow

 im
portant is know

ing the local area to the success of 
selling a house? If not im

portant, w
hat is im

portant? 

The know
ledge of the local area is exceptionally im

portant for 
successfully selling housing. Proxim

ity to local am
enities and in 

particular schools can add significant value to a property for people 
dependent on their different needs. G

enerally m
ost people chose to 

purchase houses based on the area first follow
ed by the house second. 

Equally people new
 to the area need to be reassured that w

here they 
are m

oving to is suitable for them
 - know

ledge of local areas plays a 
key part in this instance as w

hat determ
ines suitability of an area w

ill 
differ for different dem

ographics. 

   3.       Do you feel technology changes w
ith the house buying process 

are helping or hindering traditional estate agents? If hindering, w
hat 

do you feel traditional estate agents can do to stop this? 

There is evidence to suggest that technology changes have achieved 
little in attracting people aw

ay from
 using traditional estate agents. 

W
hilst internet agents tend to have the ability to offer low

er fees 
ultim

ately, reassurance in a reliable and traditional estate agent 
w

hen selling such a large personal asset is often a m
ore attractive 

option. That said, as internet agents becom
e m

ore established and 
the m

arket becom
es increasingly com

petitive w
ith low

er and low
er  

fees, there is little to stop internet agents seeing traditional estate 
agents shut up shop on the high street. Equally as m

ore and m
ore of 

the general public uses these internet agents, and therefore their 
reputation grow

s, people are likely to have m
ore confidence in using 

them
. 

   4.       Do you feel that people think the accessibility of a non-car 
based transport netw

ork (e.g. a train station, bus stop) is im
portant 

w
hen looking for a house? Do you feel house prices are higher in 

places w
ith greater public transport connectivity? 

It generally depends on the client's position in term
s of em

ploym
ent, 

fam
ily and friends etc. O

ften those choosing to live further outside of 
city centres or even in the countryside are m

ore inclined to find 
som

ew
here w

ith good public transport netw
orks. H

ow
ever, the 

further out of a city centre you go, the less options there are for good 
transport links, therefore this does have a tendency for house prices 
in those areas to be higher. Essentially, there is a general trend that 
there is a larger disparity in house prices as a result of location to 
transport links the further out of a city you travel. 
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 Appendix D: Interview

 w
ith London Estate Agent  

1. 
Do you actively give prospective buyers inform

ation on the 
areas local transport, or do you w

ait until they ask about it? 

W
e provide inform

ation to transport in our descriptions online and on 
the bullet point inform

ation on the brochures w
e hand out to people 

such as 'Close to Transport Links', w
e are m

ore specific in the online 
descriptions. You have to be careful w

ith how
 long you say it can take 

to get som
ew

here as som
etim

es it is judgem
ental. U

pon registering a 
applicant (prospective buyer) you ask them

 there requirem
ents, 

w
hich could be '2 bed flat close to the tube' som

e say 'm
axim

um
 10 

m
inutes w

alk' then w
hen I send through appropriate properties I tend 

to attach G
oogle links of the distance from

 the property to the 
nearest tube station. O

r if w
hen I asked them

 w
here they w

ork they 
said out of London I w

ould give them
 the driving distance. So 99% of 

the tim
e a buyer w

ill say w
hat transport they need to be near 

tube/M
4. 

2.       H
ow

 im
portant is know

ing the local area to the success of 
selling a house? If not im

portant, w
hat is im

portant? 

Very im
portant, I have lived and w

orked in Chisw
ick for just over a 

year now
, so I am

 able to point out the shops and restaurants that 
m

akes the area so special. You can alw
ays change the house but you 

can N
EVER change the location, so know

ing if the tube is going to be 
com

e 24 hours or if the cross rail is going to be im
plem

ented are 
relevant to the buyers. Also the m

ajority of vendors w
ill choose an 

agent based on their know
ledge of the local area, you look 

unprofessional if you do not understand the area and w
hat m

akes it so 
special.  

3.       Do you feel technology changes w
ith the house buying process 

are helping or hindering traditional estate agents? If hindering, w
hat 

do you feel traditional estate agents can do to stop this? 

Technology is allow
ing m

ore people to see m
ore properties no m

atter 
w

hat tim
e of day and to m

ake enquiries on the w
ay to w

ork rather 
than w

aiting until the w
eekend or a day off to go along to estate 

agencies and see the properties. Agents need to adapt w
ith the tim

e 
and m

ake sure the internet is a strong part of their business m
odel. 

Be present on all the property apps. H
ave their ow

n property app, 
and m

ake sure it is easy to use. There w
ill alw

ays be a need to speak 
to people face to face and w

alk in to an estate agency and discuss 
w

ith the sale of your property is going w
rong or how

 the sale process 
is com

ing along once you have sold it. It is im
portant just to keep 

m
oving w

ith the tim
es so you are strong both online and on the high 

street.  

4.       Do you feel that people think the accessibility of a non-car 
based transport netw

ork (e.g. a train station, bus stop) is im
portant 

w
hen looking for a house? Do you feel house prices are higher in 

places w
ith greater public transport connectivity? 

In London especially yes, because that is how
 everyone gets in to 

central London. H
ow

ever based on the edge of w
est London close to 

H
eathrow

 and G
atw

ick, som
e of the buyers are also cautious on how

 
far aw

ay from
 the M

4 they are to get to w
ork as w

ell. H
ouse prices 

are definitely higher w
ith better connectivity. In Chisw

ick G
rove Park, 

south of the a4 w
ith little tube lines are cheaper than Bedford Park, 

north of the A4 and close to Turnham
 G

reen. 

  I think an app that show
ed the connectivity of houses w

hen potential 
buyers put in their w

ork postcodes w
ould raise the value of hom

es 
that people didn't realise w

ere that good, and also expand the search 
areas of buyers, assisting a the w

ider property industry. 

 


