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EXECUTIVE SUMMARY 
 
This report is the outcome of a civic engagement project1 between Kingston 
University (Centre for Economic Research and Intelligence) and the Royal 
Borough of Kingston upon Thames (Go Kingston Business Working Group), 
to assess the impact of the Olympic cycle events on the Borough. 
 
The investigation was primarily focused on three areas:  

 the visitor experience  

 the impact on business in the town centre 

 community impact and engagement 
 
The investigation drew its information from: 

 An extensive survey of visitors on event days 

 An online survey of businesses within the borough 

 Interviews with a selected sample of town centre businesses 

 Attendance at scheduled KingstonFirst retail meetings 

 Footfall and trade information from key town centre businesses 

 Interviews with those involved in GoKingston 

 Interviews with community representatives (including faith based 
organisations and minority support groups) 

 Business start up data and employment statistics taken from a supplied  
BankSearch Information Consultancy. 

 Media coverage information provided by RBK 

 Town Centre Health Check (Monthly) data provided by KingstonFirst 

 Swimming and Fitness participation aggregate data for the Malden 
Centre and Kingfisher provided by RBK 

 
The key findings from the information reveal that: 
 
Media coverage - the positive news coverage regarding the borough was 
raised to a significant level (76%), through the events themselves. It is also 
easy to see how other negative stories during the early July period 
(completely separate from the Olympic activities) dwindled dramatically due to 
the cycle events (Neutral 17%, Negative 7%).  
 
Business Start Ups - if we examine the context for business start ups within 
the wider sub region and look at adjacent boroughs for the same period of 
time, it becomes clear that the growth changes in Kingston are neither unique 
to the locality nor indeed specifically related to the Olympic build up period. 
 
Unemployment - In terms of job claimants2 it appears that the trend within 
Kingston generally follows that of its adjacent boroughs throughout the 

                                            
1
 Civic Engagement in this case denotes the institutions involved working in partnership and 

resources being offered by Kingston University in kind to support the strategic objectives of 
the Borough for mutual benefit – in accordance with the University‟s Civic Engagement 
Strategy. 
2 This is the number of people claiming Jobseekers Allowance (JSA) and National Insurance credits at Jobcentre 

Plus local offices. 
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Olympic period. Kingston displays a slight decline from March through to July 
then a slight increase through to September, directly after the event, whereas 
other boroughs exhibit a continued decline in numbers. 
 
Business Survey Results – A lot of businesses3 were very uncertain as to 
what to expect from the events, however just under half conceived it as an 
opportunity. The majority were very satisfied with the organisation and 
information they received and thought the overall impact on the local 
community was very positive.  
 
With regard to business impact, the respondents fell into two categories, 
those close to the actual route who were able to capitalise on the opportunity4, 
and the majority who were not close to the route that saw a decline in footfall 
and trade.5 All thought they were well prepared for the road closures, etc but 
thought more needed to be done to retain business in the centre and spread 
the benefits beyond the route itself. 
 
The suggestions for future events mainly centred on limiting road closures 
and the closing of car parks, extending trading hours, street trading and 
providing a focus of events throughout the day and evening for visitors. These 
activities need to be run in tandem with increased promotion, not just of the 
main event itself but, of all activities within the area, including better use of the 
river as an attraction and transport solution. 
 
They felt that the message about the disruptions was slightly overplayed and 
that this sent out the message that Kingston was mostly closed for business 
(so transport information needs to be far more positive). As a result, by far the 
majority of businesses were in favour of hosting future events as long as 
plans could be put in place to exploit the potential opportunity. 
 
Interviews with SME Business and Business Support – The personal 
opinions of business owners clearly reflected those of the survey 
respondents. A great opportunity on the day for those close to the action in 
the right business, but the potential for a wider impact was limited. Visitors 
came to see the event, but left very soon afterwards. The events went well in 
terms of logistics and organisation but the business opportunity was lost. 
Again suggestions to deal with this were clear: 

 More street activities/events 

 Gearing product to event – more hot dogs less fine dining 

 Street trading 

 Longer opening hours 

 Greater promotion – banners, signage and advertising 

 Get all key stakeholders together  

 Use the river far more in terms of transport 

 A strategy for earning potential 

                                                                                                                             
 
3
 55 respondents mostly from the micro and small business sectors. 

4
 Over 50% increase in footfall and trade – best trading day in last 20 years. 

5
 On average this was a 20% decline in business. 
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 Evening events and promote accommodation 

 Market place activities 

 Keep road closures to a minimum and car parks open 

 Bring business together more to share experience, resources and 
strategy 

 
Key Retail Message – The larger retailers all suffered a significant loss in 
trade during the event days. Many expected this and had prepared for the 
loss although some did see a slight bounce back in terms of trade the day 
after with visitors staying in the area and longer trading hours over the key 
weekends. 
 
To put the whole impact into perspective and without a complete financial 
audit of all retailers within the town centre, it is estimated that as of September 
2012 the centre lost 1% of trade on last year for a 52 week rolling average. 
However to put this into context, whilst there was a recorded count of just over 
-1% in terms of 52 week average year on year footfall change up to 
September 2012, the centre was still in excess of 1% above the national index 
for the same period. 
 
It is impossible to quantify this exactly in terms of revenue, but estimates 
range between £3.5 and £4 million. 
 
The Visitor Experience and Impact – 60% of those surveyed described 
themselves as RBK residents and overall 97% were from the UK. The 
residential distribution of the crowds was very localised with the surroundings 
boroughs and overall the bulk of the crowd indicated their stay time would be 
a few hours to watch the event. 
 
Without a doubt the vast majority of residents and non residents felt the event 
was a resounding success, in terms of organisation and delivery, which 
brought a sense of community engagement that all felt would benefit the area.  
 
This was particularly felt in terms of inspiring people to participate in more 
sport, 46% indicated that this was the case – whilst 30 % indicated it did not. 
Over 53% of RBK residents indicated that the events had inspired them to 
undertake more sporting activities, whilst this only applied to 39% of non RBK 
residents.  
 
This has been seen in terms of participation in swimming, which can be 
measured through the two public swimming pools at the Kingfisher and 
Malden centres. Casual swimming is showing an overall increase of 24% on 
same period last year.  Junior swimming especially has shown an increase of 
39% on same period last year. 
 
In addition, the impact on businesses within the area, measured through local 
expenditure was also significant. If we take a very conservative view of the 
expenditure patterns indicated, and assume that within each stated 
expenditure classification people spent on average the bare minimum. Then 
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take a reasonable to low estimate of crowd size of 50 000 on each day6 , it 
could be stated the average spend was approximately £1.7m on each day. 
 
This is also significant considering that the expenditure was mostly within the 
SME sectors, which tends to have a much higher level of multiplier effect 
within the local economy than larger retail chains. 
 
Legacy and Lessons – Some specific regional and local impacts can be 
attributed to the main event days, including the introduction of the Prudential 
RideLondon cycle Festival and RBK has received £130k from the London 
Marathon Trust for a cycling project which includes building a purpose built 
track primarily for disability cycle training, but also to include school use. This 
was felt to be a direct outcome of the efforts made around the events and 
highlighting the area as the cycling capital between south London and Surrey. 
 
Larger retailers suspected they would lose business on the days and this was 
borne out, but smaller operators felt that more could have been done to 
increase visitor stay time and expenditure. 
 
It is not possible to state that the 1% loss in annual trade experienced by the 
core retail centre was directly replaced by the significant uplift in hospitality 
spend, as exact crowd figures and revenue figures are not available. 
However, considering the size and scale of localised spending on the event 
days, and the significant multiplier effect associated with this type of 
expenditure, it could be assumed that the total impact on the local economy 
was, at its worse, neutral or, at its best, a reasonable level gain. 
 
The positive impacts on community spirit and sport participation7 will have 
multiple repercussions that cannot be recorded here in terms of health, social 
capital and representation. But just in terms of basic cooperation between 
services and businesses there are some valuable stories that signify a 
capacity that has been created within the area. Not just for this but future 
events. 
 
If there is one defining legacy to the whole process it is the institutional 
capacity that was built up around the events and the level of 
cooperation/communication that emerged. This needs to be maintained, 
especially in the face of future London cycle festivals and other potential large 
scale host events. Kingston can update its CV in this respect and this will at 
least maintain its profile, which is essential set against the structural changes 
and decline facing town centres. Therefore it cannot afford not to undertake 
and engage with these types of activities. 
 

                                            
6
 This is considering the estimate for the torch relay was 120 000. 

7
 Apart from the growth indicated by the visitor survey, the use figures for the two main sports 

centres in the borough indicate a 22-30% increase for August and September in comparison 
to previous years. 
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INTRODUCTION 
 
This report is the outcome of a civic engagement project8 between Kingston 
University (Centre for Economic Research and Intelligence) and the Royal 
Borough of Kingston upon Thames (Go Kingston Business Working Group), 
to assess the impact of the Olympic cycle events on the Borough. 
 
The investigation was primarily focused on three areas:  

 the visitor experience  

 the impact on business in the town centre 

 community impact and engagement 
 
The initial driver for this investigation was to understand the legacy of the 
cycle events within the area, both positive and negative. However, since the 
introduction of the Prudential RideLondon Cycling Festival9, an annual event 
that will see over 20, 000 amateur and elite cyclists using the Olympic Cycle 
route through Kingston, the lessons from this research now have direct 
significance for these future events.  

EVENT DETAILS 

The Olympic Cycling events took place on the following dates.   
28 July    Olympic Road Cycling - Men's Road Race    

29 July    Olympic Road Cycling - Women's Road Race    

1 Aug    Olympic Road Cycling Time Trials    

 
On the weekend of 28th-29th July when the Olympic Road Cycling Races 
took place, due to the road closures, the Cattle Market car park was closed 
and access to the John Lewis and Bentalls car parks, including Seven Kings 
car park was restricted to use by only residents in the North Kingston/Ham 
areas. All other major Kingston car parks were open as usual. Consideration 
was given to additionally opening The Bittoms car park on the Sunday. 
 
On Wednesday 1st August (the day of the Cycling Time Trials), all major car 
parks were open and accessible, although entry into The Rose car park was 
via an alternative route. 
 
Parking enforcement including displacing vehicles to an alternative location 
was in place along the race routes on 28th-29th July and 1st August and also 
on other key routes, i.e. those roads identified as bus diversion routes.  
 
The restrictions were in force from 6.00am (5.30am Time Trail Day) through to 
approximately 5.00pm. 

                                            
8
 Civic Engagement in this case denotes the institutions involved working in partnership and 

resources being offered by Kingston University in kind to support the strategic objectives of 
the Borough for mutual benefit – in accordance with the University‟s Civic Engagement 
Strategy. 
9
  http://www.prudentialridelondon.co.uk/ 
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ROUTE 

 
The route for the Road Cycling Event followed London Road, Kingston Hill 
and Queens Road, the race then exited the Borough into Richmond Park at 
Kingston Gate, see below. 
 
Road Cycling Race map through Kingston 
 

 
 
The route for the Time Trial Event: 
 

 enter Kingston via the Portsmouth Road 

 proceed up this road 

 past the Guildhall complex to the Ancient Market Place 

 the route will travel through the Market Place 

 leading to Kingston Bridge and over 

 then exit the Borough into Hampton Wick 
 
(see below) 
 
The Borough in conjunction with key stakeholders, in the form of the Go 
Kingston structure (including a Business Working Group), undertook a wide 
range of activities and information communication to inform local residents 
and businesses of the logistical implications of the events, including nine 
business briefing sessions within all district centres through the Borough. 
These sessions were also designed to alert business as to the opportunities 
of the events as much as to the potential disruption. 
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Time Trail Route through Kingston 
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METHODS 
 
In conjunction with Go Kingston it was decided that the main focus of the 
research should be based on a questionnaire survey of spectators on key 
dates and a survey of businesses once the events had been completed.  
 
The questionnaire for spectators10 distinguished between borough residents 
and non residents and explored issues of demography, travel, stay, 
expenditure, duration of visit. A draft was produced for Go Kingston and 
comments from all sub groups were incorporated into the final version. The 
final version was designed with support from KU Information Services11 and 
was distributed via hard copy and online Google services. 
 
The spectator questionnaire was administered by volunteers on the key cycle 
dates and to achieve a representative sample we estimated that if we were 
dealing with a population of 50 000 people we would need a sample of 380 to 
be assured a confidence level of 95% with a confidence interval of 5. This 
would be statistically acceptable and this number could have been 
significantly reduced if we wished to increase the interval to 10, meaning we 
only required 96 returns, hence placing less strain on the volunteers. 
 
The volunteers were given general guidance on the nature of target groups to 
include within the survey so that different demographics were built into the 
process rather than just relying on random sampling and therefore reducing 
bias. This was proposed as a generic approach as it was agreed specific 
targets would not be achievable considering the primary function of the 
volunteers on the days. 
 
Kingston University produced 1000 hard copy questionnaires for distribution 
and Go Kingston provided clip boards so that the volunteers could aid 
spectators in completing the survey. 
 
As an additional incentive to encourage completion of the survey two 
organisations sponsored the survey and donated gifts12, which were then 
awarded through a free prize draw on behalf of Go Kingston. 
 
The final return from the visitor survey was 365 useable responses. This 
information was fed through the optical reader at KU and amalgamated into 
an SPSS file for analysis. The analysis was then subsequently carried out by 

                                            
10

 The Spectator Survey can be found at: 
https://docs.google.com/spreadsheet/viewform?fromEmail=true&formkey=dGtHa0JzS29ieFZ
1c0lqdUpGZ2pfOFE6MQ 
 
11 Specific thanks need to be given to Gail Laughlan Information Services who 
translated the questions into the correct format for the final version so that it 
could be scanned through an optical reader. 
 
 
12

 A family ticket for Chessington world of Adventures – donated by CWA 
A Ridgeback Ambassador Folding Bike, Unisex, - donated by John Lewis 

https://docs.google.com/spreadsheet/viewform?fromEmail=true&formkey=dGtHa0JzS29ieFZ1c0lqdUpGZ2pfOFE6MQ
https://docs.google.com/spreadsheet/viewform?fromEmail=true&formkey=dGtHa0JzS29ieFZ1c0lqdUpGZ2pfOFE6MQ
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a research student as part of a wider dissertation project, investigating the 
broader implications of the Olympics on borough development and civic 
capacity. 
 
The business questionnaire was administered differently. It was based on an 
electronic distribution strategy, to reduce costs, allow ease of response and 
focus on a specific business community. The aim was to explore business 
activity before, during and after the Olympic period: turnover, opportunities, 
logistical issues and staffing/employment trends. 13 
 
The initial idea was to utilise the three key data sources for businesses in the 
borough: RBK Business Register (2500), Chamber of Commerce members 
(500) and KingstonFirst members (900). Although some of these do overlap (it 
was not necessary to map these onto one data set before use) it was a 
reasonable estimate that this would reach around 3000 businesses. On this 
basis to achieve confidence level of 95% with a confidence interval of 10 we 
required a return of 90. As can be seen the interval has been increased from 
the visitor survey to reduce the return rate needed (if it was the same as for 
the spectator survey we would require a return of 340 – which was deemed 
highly unlikely). 
 
The main distribution method for this survey went through:  

 Kingston First posted it on their business website and sent out as a link 
through their as part of their monthly health check report, which goes 
out to their members. (An additional email was also sent to their board 
requesting some of their time for a short interview). 

 RBK copied the link and explanatory text to the Yammer enterprise 
networking sites which they operate and to the database of all of the 
businesses for which they have email addresses. 

 Chamber placed the link and a QR Code into their Autumn edition of 
Eureka which was hard copy circulated to around 300 businesses. It is 
also available for download on their website and copies were 
distributed to the Tourist Info Centre, The Rose, The Guildhall etc. A 
request was also made to the networking breakfast attendees (just 
under 50) for them to complete the survey. 

 
The business survey (along with monthly reminders) was allowed to run from 
October 2012 to January 2013. It was quickly realised during this period that 
there was little appetite for business to respond to this survey and based on a 
relatively low response rate it was decided to supplement this approach with 
additional qualitative information taken from targeted interviews and 
attendance at business meetings. 
 

                                            
13

 The Business Survey can be found at: 
https://docs.google.com/spreadsheet/viewform?fromEmail=true&formkey=dDJhZ2QxY08ydE
5wZ2dqclllM0ViV1E6MQ 
 

https://docs.google.com/spreadsheet/viewform?fromEmail=true&formkey=dDJhZ2QxY08ydE5wZ2dqclllM0ViV1E6MQ
https://docs.google.com/spreadsheet/viewform?fromEmail=true&formkey=dDJhZ2QxY08ydE5wZ2dqclllM0ViV1E6MQ
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Interviews were established with key retailers in the town centre and SMEs 
along and close to the cycle route14. It was also agreed that a representative 
could be present at the KingstonFirst retail group meeting and the Pub Watch 
meeting in January 2013. 
 
The business survey generated a total of 55 responses and the survey team 
interviewed a total of 8 businesses around the town centre. This is in addition 
to interviewing business network representatives from the Chamber, 
KingstonFirst, RBK and a key shopping centre in the heart of Kingston. 
 
Other additional support information regarding impacts on the business 
community, the residential community and institutions involved in the delivery 
of the events was generated through: 

 Interviews with those involved in GoKingston 

 Interviews with community representatives (including faith based 
organisations and minority support groups) 

 Business start up data and employment statistics taken from a supplied  
BankSearch Information Consultancy. 

 Media coverage information provided by RBK 

 Town Centre Health Check (Monthly) data provided by KingstonFirst 

 Swimming and Fitness participation aggregate data for the Malden 
Centre and Kingfisher provided by RBK 

                                            
14

 The respondents to the interviews have asked to remain anonymous; however 
considerable time was given by a wide range of retailers (both key employers and local 
hospitality services). In some cases they provided very sensitive commercial information and 
as a result this can only be represented within this report as a generic overview. 
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MEDIA COVERAGE AND HEADLINE INFORMATION 
 
RBK produces a weekly media coverage summary.  The summary as 
provided by RBK goes some way to quantifying the extent to which hosting 
the Olympic events enhanced the Borough‟s reputation. Of the graphs below, 
22/07 represents a „normal week‟, whilst 29/07 and 05/08 show the impacts of 
the Torch Relay and Cycle race respectively.   
 

 

 
 
 

 
 
It is very clear from this supporting information that the positive news 
coverage regarding the borough was raised to a significant level, through the 
events themselves. It is also easy to see how other negative stories during the 
early July period (completely separate from the Olympic activities) dwindled 
dramatically due to the cycle events.  
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In addition, and to provide context to these figures, RBK also monitored the 
actual media output at a local and national level. To illustrate this, a small 
sample of the coverage is included to provide a sense of the occasion: 
 
EVENING STANDARD ONLINE 2 August 2012 
The noise was incredible! Bradley Wiggins says thank you to his fans: They 
perched in trees and on lamp posts, on balconies and on roofs, waving their 
Union Jacks and grabbing any vantage point they could. In scenes more 
reminiscent of football than cycling, more than 300,000 people lined the route 
of the cycling time trial through the streets of south-west London and Surrey 
[...] Wiggins got off the podium and paid tribute to his fans. “I really appreciate 
what the people did for me out there,” he said. “The noise, especially as I 
came through Kingston roundabout, was incredible. I don‟t think I will ever 
experience anything like it in my sporting career again. Nothing will top that.” 
 
GUARDIAN ONLINE 2 August 2012 
Bradley Wiggins: more gold and public adoration for cycling's good bloke: 
Bradley Wiggins is unique in British sporting history in that, every time he 
opens his mouth, you like him more. He is so good at cycling that it wouldn't 
matter if he didn't want to talk. But sometimes I think that he's so good at 
talking, it wouldn't matter if he didn't win all the cycling [...] The British cyclists; 
while not gushers themselves, appear to quite like it. "It was really something 
special, just enormous, the support," Froome said. "It's something that I don't 
think I'll ever experience again". Wiggins said the same, "coming back round 
the roundabout in Kingston, I'm never going to experience anything like that in 
my entire career. It's topped off." 
 
Ultimately it is not possible to understand exactly how this type of publicity 
translates into an actual social or economic impact, especially over such a 
short period of time since the end of the Games. However, it is interesting that 
the following sections, covering the business and residential community of the 
borough, there is a clear appreciation for the rise in levels of community spirit 
and the increase in borough profile this publicity brings. This does translate 
into a level of confidence, not just about the events themselves but, about 
how stakeholders within the borough can organise and deliver such events in 
a coordinated fashion, and ultimately how this breeds confidence in the 
general capacity and commitment of those stakeholders.  
 
This is an incredibly valuable legacy that is a common theme raised 
throughout this investigation and one which is highlighted at this initial stage in 
the report because it is possibly the key most important outcome of the whole 
process. 
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BUSINESS START UPS 
 
One of the key impacts that originally interested the GoKingston Business 
team related to how the business community would respond to the opportunity 
of the events in the borough. Whether or not the events would trigger (or at 
least tap into) an entrepreneurial spirit in the area, either through meeting a 
direct economic demand due to visitor numbers or through secondary 
demands within the local economy (business to business activities), resulting 
in above average business start up activity.  
 
As an extension to this, the Team were also interested how this type of local 
economic change (if realised) would impact upon the local labour markets and 
the employment patterns of residents within the borough. 
 
To assess these changing patterns an annual subscription to BankSearch 
data was taken, which provided the most detailed and up to date business 
start up information available. 
 

Industrial Sector  
Start up Business Numbers for the Borough 

2010 Jan 
- Aug 

2011 Jan 
- Aug 

2012 Jan 
- Aug 

Agriculture, hunting & forestry 

5 5 17 
Fishing 0 0 0 

Mining & quarrying 0 1 0 
Manufacturing 0 0 0 

Food, beverages & tobacco 5 8 5 
Textiles, wearing apparel & leather 3 9 4 

Pulp, paper & printing 21 4 8 
Chemicals, pharmaceuticals, rubber & plastics 0 3 3 
Other non-metallic mineral products & metals 2 10 12 

Machinery & transport equipment 5 5 3 
Electrical, medical, optical products & equipment 8 4 7 

Other manufacturing 5 13 5 
Electricity, gas & water supply 0 0 0 

Electricity, gas, steam & air conditioning supply 2 2 0 
Water collection & sewerage 0 0 0 

Waste management, related services & remediation 0 0 0 
Construction 103 24 26 

Development of buildings 0 9 3 
Construction of commercial buildings 0 11 8 

Construction of domestic building 0 12 8 
Civil Engineering 0 5 7 

Other construction activities 0 39 49 

Industrial Sector for Start up Business Numbers 
for the Borough 

2010 Jan 
- Aug 

2011 Jan 
- Aug 

2012 Jan 
- Aug 

Wholesale & retail trade 0 0 0 
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Wholesale, retail trade, repair of motor vehicles & motorcycles 15 20 23 
Wholesale trade 28 20 23 

Retail trade and repair 95 112 104 
Accommodation & food service 43 72 96 

Transport, storage & communication 38 9 13 
Transportation & storage 0 21 10 

Information & communication 0 59 60 
Real estate, professional services & support activities 0 0 0 
Buying, selling & renting of own or leased real estate 48 32 38 

Real estate & related activities 7 14 13 
Professional, scientific & technical activities 94 178 200 

Administrative & support services 354 212 217 
Public administration & defence 4 4 4 

Education 25 23 23 
Human health & social work 49 75 78 

Recreational, personal & community service 1 0 0 
Personal & community service activities 120 102 94 

Recreational, cultural & sporting activities 76 56 66 
Financial intermediation (exc. insurance & pension funds) 0 1 0 

Financial leasing corporations 0 0 0 
Non-bank credit grantors exc. credit unions 0 1 1 

Credit unions 0 0 0 
Factoring corporations 0 0 0 

Mortgage & housing credit corporations 1 0 0 
Investment & unit trusts exc. money market mutual funds 0 1 0 

Money market mutual funds 0 0 0 
Bank holding companies 0 0 1 

Securities dealers 1 0 0 
Special purpose vehicles related to securitisation 0 0 0 

Other financial intermediaries 3 4 2 
Insurance companies & pension funds 0 1 0 

Insurance companies 0 1 0 
Pension funds 0 0 0 

Activities auxiliary to financial intermediation 0 0 0 
Fund management activities 0 0 0 

Other auxiliary activities 1 2 7 
Individuals & individual trusts 0 0 0 

Bridging finance (secured & unsecured) 0 0 0 
Lending secured on dwellings (exc. bridging loans) 0 0 0 

Other loans & advances 2 2 5 
Unknown 0 0 1 

Totals 1164 1186 1244 
The above table displays the growth in business start ups in Kingston upon 
Thames over the past three years, during the first part of the year. This 
reveals that whilst there has been a consistent pattern of growth in business 
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start ups, across all the industrial sub classifications, it is clear that there have 
been key areas of both growth and decline/stagnation. Key areas for growth in 
business starts over the last few years have been: 

 Other construction activities 

 Retail trade and repair 

 Accommodation & food service 

 Professional, scientific & technical activities 

 Recreational, cultural & sporting activities 

 
On this basis it might be assumed that, as some of these areas could be 
associated with Olympic type activities that there may have been an „Olympic 
Effect‟. However, without knowing the exact nature of these businesses and 
their start up origins, it is rather difficult to make this link.  
 
However, if we examine the context for business start ups within the wider 
sub region and look at adjacent boroughs for the same period of time, it 
becomes clear that the growth changes in Kingston are neither unique to the 
locality nor indeed specifically related to the Olympic build up period. 
 

Area Croydon     Bromley     Sutton     Kingston     

Industrial  Sector  
Business Starts 
Actual Numbers 

Jan - 
Aug 
2010 

Jan - 
Aug 
2011 

Jan - 
Aug 
2012 

Jan - Aug 
2010 

Jan - 
Aug 
2011 

Jan - 
Aug 
2012 

Jan - 
Aug 
2010 

Jan - 
Aug 
2011 

Jan - 
Aug 
2012 

Jan - Aug 
2010 

Jan - 
Aug 
2011 

Jan - 
Aug 
2012 

Food, beverages & 
tobacco 11 6 15 11 9 3 4 4 3 5 8 5 

Other 
manufacturing 10 18 20 15 15 9 14 13 5 5 13 5 

Construction 282 60 70 257 57 41 189 49 44 103 24 26 

Other construction 0 146 141 0 137 129 0 90 74 0 39 49 

Wholesale, retail 
trade, repair of 
vehicles 60 49 47 37 26 29 26 25 17 15 20 23 

Wholesale trade 95 90 87 51 24 49 24 22 21 28 20 23 

Retail trade and 
repair 245 308 335 151 189 179 108 117 108 95 112 104 

Accommodation & 
food service 154 147 152 92 105 98 71 86 73 43 72 96 

Transport, storage 
& communication 89 24 26 45 10 17 36 15 12 38 9 13 

Transportation & 
storage 0 56 50 0 25 33 0 29 16 0 21 10 

Information & 
communication 0 100 115 0 68 86 0 40 29 0 59 60 

Buying, selling & 
renting of own or 
leased real estate 105 84 100 76 55 82 45 29 28 48 32 38 

Professional, 
scientific & 
technical activities 186 366 371 135 294 318 74 168 163 94 178 200 

 

Area Croydon     Bromley     Sutton     Kingston     

Administrative & 686 475 455 546 339 384 298 190 159 354 212 217 
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support services 

Education 60 65 75 56 58 59 33 29 30 25 23 23 

Human health & 
social work 121 148 139 94 93 108 55 62 71 49 75 78 

Personal & 
community service 
activities 307 246 270 270 201 203 110 88 85 120 102 94 

Recreational, 
cultural & sporting 102 106 100 108 86 83 60 60 55 76 56 66 

Totals 2638 2750 2797 2073 2008 2128 1203 1271 1112 1164 1186 1244 

 

Area Croydon   Bromley   Sutton   Kingston   

 Industrial Sector 
Business Start Ups 
% Change 

% 
Change 
10-11 

% 
Change 
11-12 

% 
Change 
10-11 

% 
Change 
11-12 

% 
Change 
10-11 

% 
Change 
11-12 

% 
Change 
10-11 

% 
Change 
11-12 

Food, beverages & 
tobacco -45.5 150.0 -18.2 -66.7 0.0 -25.0 60.0 -37.5 

Other manufacturing 80.0 11.1 0.0 -40.0 -7.1 -61.5 160.0 -61.5 

Construction -78.7 16.7 -77.8 -28.1 -74.1 -10.2 -76.7 8.3 

Other construction 
activities   -3.4   -5.8   -17.8   25.6 

Wholesale, retail trade, 
repair of vehicles  -18.3 -4.1 -29.7 11.5 -3.8 -32.0 33.3 15.0 

Wholesale trade -5.3 -3.3 -52.9 104.2 -8.3 -4.5 -28.6 15.0 

Retail trade and repair 25.7 8.8 25.2 -5.3 8.3 -7.7 17.9 -7.1 

Accommodation & 
food service -4.5 3.4 14.1 -6.7 21.1 -15.1 67.4 33.3 

Transport, storage & 
communication -73.0 8.3 -77.8 70.0 -58.3 -20.0 -76.3 44.4 

Transportation & 
storage   -10.7   32.0   -44.8   -52.4 

Information & 
communication   15.0   26.5   -27.5   1.7 

Buying, selling & 
renting of real estate -20.0 19.0 -27.6 49.1 -35.6 -3.4 -33.3 18.8 

Professional, scientific 
& technical activities 96.8 1.4 117.8 8.2 127.0 -3.0 89.4 12.4 

Administrative & 
support services -30.8 -4.2 -37.9 13.3 -36.2 -16.3 -40.1 2.4 

Education 8.3 15.4 3.6 1.7 -12.1 3.4 -8.0 0.0 

Human health & social 
work 22.3 -6.1 -1.1 16.1 12.7 14.5 53.1 4.0 

Personal & community 
service activities -19.9 9.8 -25.6 1.0 -20.0 -3.4 -15.0 -7.8 

Recreational, cultural 
& sporting activities 3.9 -5.7 -20.4 -3.5 0.0 -8.3 -26.3 17.9 

Totals 4.2 1.7 -3.1 6.0 5.7 -12.5 1.9 4.9 

 
The above table shows not just the key growth sectors across Bromley, 
Sutton, Croydon and Kingston over the past three years (Jan – Aug), it also 
shows the % change of business start ups year on year for the same period. 
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This shows that the changes in business start ups within Kingston, for the 
most part, clearly mirror the changes witnessed in other areas and that in 
certain sectors (Accommodation and Food services) the main growth 
occurred between 2010 and 2011. 
 
The only sector that stands out from the sub regional profile is the change 
within Kingston in terms of Recreational, Cultural & Sporting Activities. This 
sector recorded a decline in all other areas across the three year period, apart 
from in Kingston Jan-Aug 2012, where an 18% increase was recorded. Whilst 
this could certainly be related to an Olympic Effect, it must be understood that 
during the 2012 period only 10 more business start ups were recorded set 
against the corresponding period for 2011, and the number of start ups during 
2012 was actually 10 less than for the corresponding period in 2010. 
 
If funds are made available this information can be monitored on a monthly 
basis over the next year, or it would be possible to return to this information 
sauce towards the end of 2013 to provide a retrospective update and to 
include an assessment of the Prudential RideLondon Cycling Festival. 
 
A conservative appraisal of the business start up patterns in the borough 
would therefore indicate that the Olympic events had at best a negligible 
effect. 



19 | P a g e  
 

JOB CLAIMANTS 
 

 
 
In terms of job claimants15 it appears that the trend within Kingston generally 
follows that of its adjacent boroughs. However, on close scrutiny it can be 
observed that whereas other boroughs generally exhibit a decline from 
Jan/Feb 2012 towards the end of the year, Kingston displays a slight decline 
from March through to July then a slight increase through to September. This 
is certainly counter intuitive to what might be expected if those claiming some 
form of income support were able to benefit from any employment increase in 
the area as a result of the Olympic events. 
 
From this type of secondary information it is clear the Olympic period resulted 
in a negligible impact upon business start ups and the employment of new 
staff from existing registers. However, as a caveat to this, it must be noted 
that this information only relates to businesses that open a new business 
account, which does not apply in all cases, and it does not show the „business 
closures‟ within the area. This type of information is only available up to a year 
after the period and we suggest this should be part of the ongoing monitoring 
process. As a key impact might have been additional economic buoyancy 

                                            
15 This is the number of people claiming Jobseekers Allowance (JSA) and National Insurance credits at Jobcentre 

Plus local offices. 
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within the area for existing businesses, creating greater longevity, especially 
for certain sectors of the SME community. 

BUSINESS SURVEY 

The following key points were extracted from the business survey 
responses.16 
 
The respondents represent a variety of retail and business service operations 
across the borough and tend to reflect the views of those most affected by the 
events; only „other specialist non-food‟ organisations represent a core cohort 
within the group. 
 
In terms of respondent size the core cohort is mostly made up by micro and 
small business operators. As can be seen below, the larger retail operators 
tended not to take part in the survey, but their views were captured through 
the interview process. 
 

Workforce size 

 Frequency Percent 

Valid 1-5 29 52.7 

6-10 4 7.3 

11-20 9 16.4 

21-50 10 18.2 

51-100 1 1.8 

>200 2 3.6 

Total 55 100.0 

 
Business Opportunity - Of the businesses that responded 47% considered 
the events to be an opportunity for them and only 18% considered it to be 
potential threat to their business. The rest indicated that they were unsure. 
 
In terms of those who considered it an opportunity, their main factors were: a 
„boost to the local economy‟, „improved corporate image of the town‟ and 
„improved tourism in the area‟. 
 
In terms of those who considered it a threat their main factors were: 
„disruption to and from your business (deliveries)‟, „disruption to local services‟ 
and „disruption to staff travel‟. 
 
Footfall and Turnover - In terms of direct impact upon footfall and turn over 
the businesses in question, it is quite noticeable that this tends to be split 
between those that witnessed a limited increase and those that recorded a 
small decline, both before and after the events (between 1 – 10% for both).  
 

                                            
16

 The full results from the 55 responses are shown in Appendix 1. 
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During the actual events themselves the majority of businesses recorded a 
decline in both footfall and turnover (the majority between 1-10%) but in some 
cases 30% and above. Only three businesses recorded a significant increase 
in both footfall and turnover of above 50%. As these are businesses within the 
hospital sector based directly on the route, this immediate impact would be 
expected. 
 
Advertising and Promotion - Considering the number of businesses that 
thought the events would be an opportunity, it is perhaps quite surprising that 
only 38% increased their expenditure on advertising and promotion. This was 
mostly spent on „sales promotions‟, „increase Olympic-orientated products‟ 
and „extra advertising in Kingston‟. 
 
In most cases the extra spend was approximately 1-10% extra, whereas 2 
increased their expenditure on this activity by over 40% and in the majority of 
cases this increased expenditure was within the borough. In contrast just over 
60% of businesses did not increase their promotion and advertising activities. 
 
Staff and Working Practices - In terms of staff arrangements and working 
practices the main impact on business was in terms of dealing with staff travel 
and supplier delivering. Accordingly 42% of the business had to change their 
working practices, which mostly involved „allowing staff flexible working 
arrangements/work from home‟ and „reducing staff/delivery services‟. 
 
Only 4% needed to take on extra staff and only 7% noticed any related staff 
absenteeism. In virtually all cases the change in working practices was dealt 
with internally and the resulted in very little extra cost to the business.  
 
Information and Guidance - 100% of business that responded indicated that 
they received some form or guidance or information relating to the events and 
possible disruption to their operations. This information came from a wide 
variety of sources, however it is very clear that they found the guidance 
provided by local sources more valuable than that produced by centralised 
Olympic or GLA services. 
 
How useful did you find this information: 
 

Kingston Council 18 -Very useful  28 -mostly 
adequate  

1 -Not at all 

Kingston First 7 -Very useful    16 -Mostly 
adequate  

5 -Not at all 

Chamber of 
Commerce 

12 -Very useful    12 -Mostly 
adequate  

4 -Not at all 

LOCOG 7 -Very useful    18 -Mostly 
adequate  

5 -Not at all  

GLA 5 –Very useful    6 –Mostly 
adequate  

9 –Not at all 

TFL 13 –Very useful    19 –Mostly 
adequate 

6 –Not at all 
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Most of the businesses indicated that they would not like to have been given 
any additional information, but 25% felt they could have benefitted from more 
detail on the specifics related to their area – this was mostly around very 
specific timings of road closures, likely numbers of people coming through the 
area and exactly what could be done in terms of advertising and promotion. 
 
Business Involvement - Considering the level of knowledge regarding the 
events, the use of information and lead in time that businesses were given it is 
quite surprising that several of the businesses did not feel involved with the 
area and activities on the day.  Around 44% felt that they were not really or 
not at all involved. However, this could be explained because these 
organisations were not part of the route and in some cases actually closed on 
some of the days in question. 36% felt they were mostly or „a lot‟ involved 
within the area on the event days. 
 
For some of the businesses (18%) they saw the Olympics as a much wider 
opportunity beyond the local area in terms of meeting increased footfall 
demand and because involved as:  

 Supplier 

 Sponsor 

 Delivery agent 

 Contractor 
 
Economic Legacy - For the majority of businesses the economic legacy of 
the Games is a very uncertain issue, 43% were not sure of any, 27% thought 
there would be none and 27% thought that there would be some in the form 
of: „Increase long term tourism‟, Improved area image‟ and „boost local 
economy‟ (with „inward investment‟ and „better relationships with local 
government‟ close behind). 
 
Social/Cultural Legacy - Whereas in terms of cultural/social activities, 
businesses were much more certain that the events would leave a legacy 
(45% agreed) in the form of: „Increase sport participation‟, „Future events in 
Kingston‟, „More interest in local area/community spirit‟ and „volunteering‟ 
(with „more community programmes‟ close behind). 
 
Future Events - The final sections of the questionnaire raised the issue of 
future cycle events in the borough and particularly the Prudential RideLondon 
Festival. Considering the economic impact, in terms of declining footfall and 
turnover the majority of businesses witnessed on event days, it is quite 
surprising but encouraging that 66% are in favour of the event going ahead 
through the borough. Only 16% were actually against the event. 
 
In terms of comments on the event days and suggestions for future events the 
main issues raised were: 
 

 I, personally, thought the Olympics were a resounding success as an 
event, but all benefits of such an event were mainly felt by major 
sponsors or major destinations.  Footfall went down in New Malden, 
no-one cared/noticed. 
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 Would prefer a Sunday, as we are not open on Sundays.  

 Hold it at the weekend. 

 Need better viewing. Could u put viewing platforms up? 

 Needed way more road side banners and posters. 

 Our business suffered as clients did not wish to venture out during the 
days of disruption – this needs promoting business as usual. 

 Length of time roads were closed needs to be kept to a minimum  

 More sponsorship opportunities for small businesses.  

 Signage for 'No parking' should be put up in the days BEFORE the 
event - NOT ON THE DAY - as happened in the road outside our 
premises. 

 Better specific information on changes in local travel arrangements 
would have really helped.  

 Faster access to the roads used during the race before and after the 
event. 

 Local access passes for businesses inside the borough. 

 Probably needs to adjust the route in order to minimise disruption- i.e. 
avoid the Portsmouth Road etc. 

 Keep the final at Hampton Court, but make the bridge the final line 
coming from the surrey side. 

 Road closures were advised 2 hours before the race so employees. 
Came in for 6 however the road closures happened 30 mins before the 
cyclists were due to come through so more accurate information would 
be needed.  

 Traffic marshals need to be up to speed with local knowledge to help 
residents.  

 Close roads for less times - allow staff to get to work and return at the 
end of the day. 

 No improvements, but the investment in infrastructure and volunteers 
were huge and would be challenging to replicate. 

 Make sure you give people plenty of notice with regards to road 
closures, etc, especially if the events are on Saturdays and Sundays. 

 No improvements, it was great.  
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INTERVIEWS WITH BUSINESSES AND BUSINESS SUPPORT 
NETWORKS 
 
As indicated in the methodology a range of businesses and business support 
institutions were given the opportunity to raise issues regarding the events 
and any future planning. The key issues raised were: 
 
The impact on the hospitality sector along the route was huge: 
 
“It went right past my premises, so we actually had our best day we have had 
in the last 20 years, so I did definitely see it as a potentially good day for my 
business.” 
 
However for those not on the route and for larger businesses the impact was 
also huge: 
 
“I think people mistakenly assume that it will be brilliant for businesses, and 
that tourism would be amazing; I think people just got their hopes up a bit too 
much, and that could have been businesses or the council, but it turned out to 
be a lot less profitable than everybody thought, we were just lucky we had the 
resources and management to predict this and plan ahead.” 
 
From a business point of view the core message was very clear: 
There was a general drop in revenue overall - “I‟m not sure what they could 
have done, but there should definitely be some kind of plan to keep people in 
Kingston and to spread the benefits out to all businesses in some way.” 
 
The businesses clearly thought the operation was well run, the information 
they received was very useful and the atmosphere on the days was excellent. 
 
“In terms of literature and websites, there was a huge availability on that, but 
the seminars we got the most information from. Kingston Chamber of 
Commerce were really useful, they made their own separate seminars and 
meetings, and sort of drilled down to what was relevant to Kingston and 
businesses in Kingston.” 
 
“I think Kingston had a real vibe and buzz about it. It was quite nice to be a 
part of and to have that around here and be so close to it, and everybody 
came out and it was a real sense of community.” 
 
This meant that business was able to plan and supply chains, deliveries and 
information for clients were well organised. 
 
It was clearly felt that those businesses involved within the hospitality sector 
had the greatest opportunity and took greatest advantage of the events: 
 
“I would say probably those that were involved in hospitality, the pubs, 
restaurants, the cafes and people like the rose theatre, who did particularly 
get involved in the time trial day because they open their doors and had a 
huge screen in the auditorium. All the other food and hospitality businesses 
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were particularly the ones that got involved. As to others, retail, it certainly had 
a negative impact on retail at the time of the events, I think there was some 
hope that attracting people to Kingston for the events would improve retail 
sales but that didn‟t happen, people didn‟t come to shop, they came to see the 
event, eat, drink and went away.” 
 
Time again the issue was about keeping people in the area, prolonging the 
experience and generating greater revenue out of the opportunity.  
 
Suggestions to achieve this were in the form of: 
 

 More street activities/events; 

 Gearing product to event – more hot dogs less fine dining; 

 Street trading; 

 Longer opening hours; 

 Greater promotion – banners, signage and advertising; 

 Get all key stakeholders together;  

 Use the river far more in terms of transport; 

 A strategy for earning potential; 

 Evening events and promote accommodation; 

 Market place activities; 

 Keep road closures to a minimum and car parks open; 

 Bring business together more to share experience, resources and 
strategy. 

 
From a stakeholder point of view the events were successful, in terms of 
positive image and delivery of the events, but it was very difficult for anyone to 
quantify the actual impact. However, as stated in the introduction the main 
and most positive impact was the cooperation between organisations and 
support agencies. This is going to be a key legacy. 
 
The only other area it was felt that needed tackling was the issue of involving 
community services: 
 
“In terms of community services – vital for family atmosphere and those not 
wishing to use the pub and also if the weather turns bad – would be good to 
advertise these points or venues – especially on the Sunday when it was 
raining, literally hundreds of people piled into Church17 to watch the ending.” 
 
This is something that could clearly be considered for future events, through 
network activities and promotion.

                                            
17

 St Pauls – Kingston Hill 
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KEY RETAIL IMPACT 
 
Through speaking with representatives from the key town centre sites and 
organisations it was possible to build up a detailed understanding of the 
impact the event days had. Many of the stores and sites provided very 
detailed information relating to turn over and revenue. However, all asked that 
this information be kept confidential and any indication of change in revenue 
be non attributable. Therefore, the purpose of this section is to present a 
broad overview of the size and scale of the impact derived from the figures 
provided. In addition, general comments will also be represented on the 
logistical observations made by this retail group. 
 
Unfortunately, whilst everyone was uncertain of the exact impact of the 
events, the reality of the impacts (certainly in the short term) was more 
significant than some suspected. 
 
“...it caused a huge shortfall in both sales and footfall throughout Kingston 
shopping areas, although it appears that the event itself was a huge success, 
as a retailer it was one of the quietest weekends experienced.” 
 
“All our tenants have reported extremely poor trade, some quoting the worst 
day ever for their business.” 
 
The figures for footfall in the core retail areas were down between 50-60% on 
the Saturday and 15-30% on the Sunday, depending on the location in 
question. Several of the retailers highlighted that apart from the events 
themselves keeping people away, the two key problems they suspected 
contributed to this were car parks and public perception: 
 
“Main car parks were closed on these race days and this had a huge impact.” 
 
“The communication for people not to come into town worked well.” 
 
“...public perception was that you could not get into Kingston and I am afraid 
this is what kept people away.” 
 
Business acknowledged that local institutions (Go Kingston especially) tried to 
make it clear that Kingston was open for business as usual, but that the 
alternative messages about road and car park closures dominated the 
headlines. 
 
Even the car parks that were open witnessed a significant decline during this 
period. 
 
Rose and Bittoms saw minimal decline in income trend during the Olympic 
Weeks, but the Cattle Market saw an overall decline of around £10k in the two 
week period. 
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The main car parks that were closed on the race weekend and then were 
allowed to open on the Time Trail day witnessed a 60% reduction on what 
would normally be expected. 
 
The Time Trial day, as expected, due to the timing of road closures, route and 
access to car parks had a lot less of a significant impact (also being a normal 
working day people had to be in). It was estimated by the core retailers that 
for this day visitor numbers were down only around 20% with comparison to 
previous years and dates (due to the nature of the race and people staying 
longer). 
 
To put the whole impact into perspective and without a complete financial 
audit of all retailers within the town centre, it is estimated that as of September 
2012 the centre lost 1% of trade on last year for a 52 week rolling average. 
However to put this into context, whilst there was a recorded count of just over 
-1% in terms of 52 week average year on year footfall change up to 
September 2012, the centre was still in excess of 1% above the national index 
for the same period. 
 
It is impossible to quantify this exactly in terms of revenue, but estimates 
range between £3.5 and £4 million. 
 
The extending opening times and the Olympic Sundays did have a mitigating 
impact. The 2nd of September was the peak with the busiest Sunday of the 
year  – helped by the Kingston Carnival – however this was very much in line 
with the peak traffic flows in June and very much helped by the extended 
hours at the start and end of the day. 
 
Another mitigating factor was that on the following Monday after the race 
weekend, retailers did notice a slight uplift in terms of visitor numbers (8-10%) 
than would be expected or compared to previous years. This was perceived to 
be the stay over tourist factor.  
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However, the key hotels in the area did not report back a significant change in 
business: 
 
“Other than the road closures no affect what so ever, the tennis was the big 
one for us we filled with lots of sports tourists. The second week of the 
Olympics was appalling. Everyone was in the east end, no business clients no 
normal leisure clients.” 
 
Whereas the smaller venues did indicate a good uptake in terms of 
availability: 
 
“....fully booked with international visitors for the whole of the Olympic Period. 
They chose Kingston as a base as the cycling was coming through the town.” 
 
Logistically the majority of businesses thought the events were well planned 
and extremely well executed. It was considered the information and the whole 
planning process was very well done. There was only one reported 
unforeseen transport issue on Saturday immediately after the cycle race went 
through when due to the staircase off the bridge being closed, and people 
also not being able to cross over, many hundreds chose to use John Lewis as 
their exit route.  
 
Other than this and the potential for making better use of the river, all 
businesses thought the events were a resounding success and that the image 
of Kingston and impact on community spirit was very beneficial. But at this 
stage, even 7 months after the events, it was not possible to fully understand 
this or that it was too soon to be sure how this would play out. 
 
In terms of inward investment and enquiries, the key commercial space 
operators have not received or noticed an increase in interest, however they 
do agree that it is possible to use the organisational capacity that came out of 
the events and the positive publicity as a future backdrop. 
 
The general consensus about a possible yearly cycle race was positive as 
long as it was possible to learn: 
 
“.... people came to watch the events and then left – not all benefits were felt – 
which in the future, activities etc surrounding the events should be set up to 
keep people in Kingston.” 
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KEY POINTS FROM VISITOR SURVEY 
 
As stated within the methodology the survey was run through the volunteers 
on the main event days and generated 356 usable responses. As a result the 
predicted confidence levels stand. The full results are displayed in Appendix 2 
and the complete distribution in terms of where visitors travelled from can be 
found at: 
https://www.google.com/fusiontables/DataSource?docid=1H6IvnOwlyOsqJYKi
z_dFVZU9UG4HwU6HpVIAaPQ#map:id=12 
 
The below map is just a sample of the distribution data but clearly shows the 
localised concentration of visitors in terms of residential locations. 

 
 
The following are the key issues that emerged from the visitor survey 
analysis: 
 
Demographics – Even split across age range and gender – slight 
concentration of results in the 26-49 age range – however virtually all (80%) 
respondents in the White European category. 
 
Employment Status – the bulk of respondents described themselves as 
employees (57%) – rest even split between students, self employed and 
retired (11-14% each) – low representation from unemployed (only 4%). 
 
Residential Status – 60% of respondents described themselves as RBK 
residents and 97 % were from the UK – only total 8 overseas. 
 
Stay Time – the overwhelming bulk of people stated they would either be 
staying just a few hours (42%) or all day (40%) – only 13% had planned to 
stay overnight or more than one night.  
 
Of those staying overnight though 62% were planning not to stay in Kingston 
and the majority were not using hotels – mostly self catering and personal 
contacts. 42% of residents indicated they were prepared to stay in the centre 
all day, whilst 35% of external visitors indicated they would remain all day – 
whilst 47% indicated they would only be staying a few hours. 
 

https://www.google.com/fusiontables/DataSource?docid=1H6IvnOwlyOsqJYKiz_dFVZU9UG4HwU6HpVIAaPQ#map:id=12
https://www.google.com/fusiontables/DataSource?docid=1H6IvnOwlyOsqJYKiz_dFVZU9UG4HwU6HpVIAaPQ#map:id=12
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Centre Visits – of those interviewed just over 60 % are at least weekly 
visitors to the centre and just fewer than 20% were very infrequent visitors or 
first timers (9% annual visit, 9% never). 41% of non RBK residents visiting on 
the event days only visited the centre either on an annual basis or had never 
been there before. 
 
Main Purpose – the overwhelming key purpose of the visit for 70% of 
respondents was the event itself – however 18 % were mostly intent on 
shopping and leisure. 
 
Information – only 56% of people used a key source of information to plan 
their visit and of those that did the majority used the information provided by 
LOGOC (33%), with the second most popular information being provided by 
KingstonFirst  (20%). 15% used the information provided by RBK. Residents 
of RBK tended to use an equal mixture of information from LOCOG, RBK and 
KingstonFirst (between 14% and 19%), whilst visitors mostly relied upon 
LOCOG and other external sources. 
 
Expenditure – the vast bulk of the respondents (80%) indicated that their 
expenditure was between £0-40, with the rest (13%) mostly in the £41-100 
range. If we extrapolate this out to the total crowd population on the day, 
based on average expenditure per group then the following tables illustrate 
the potential spend within the local economy. 
 
We could however take a more conservative view of the expenditure patterns 
indicated and assume that within each classification people spent on average 
the bare minimum within the classification. This is also represented in 
following tables and indicates that with a minimum crowd size of 50 000 on 
each day the average spend was £1.7m. 
 
Average Spend 
 

  
Crowd 
Size 50k 100k 250k 500k 

% of crowd 
Average 
Exp         

80 20 800 1600 4000 8000 
13 70 455 910 2275 4550 

3 150 225 450 1125 2250 
2 300 300 600 1500 3000 

1 500 250 500 1250 2500 
1 700 350 700 1750 3500 

  
 

  
  

  

Total Spend 
£k   2380 4760 11900 23800 

 
Minimum Spend 
 



31 | P a g e  
 

  
Crowd 
Size 50k 100k  250k 500k 

% of crowd 
Average 
Exp         

80 10 400 800 2000 4000 
13 50 325 650 1625 3250 

3 120 180 360 900 1800 
2 220 220 440 1100 2200 
1 500 250 500 1250 2500 
1 650 325 650 1625 3250 

  
 

  
  

  

Total Spend 
£k   1700 3400 8500 17000 

 
The main bulk of this expenditure (66%) was on food and drink, with transport 
and clothing accounting for the majority of the remaining spend. This is 
obviously an anomaly for the usual pattern of expenditure within Kingston and 
figures for the main operators show the impact on main stream comparison 
retail sales. 
 
Of this expenditure just over 40% of this was brought into the borough by non 
RBK residents and the bulk of the expenditure came from the 26-49 age 
bracket. 
 
Sport Participation – Of those questioned just under 40% indicated they did 
not participate in any regular sporting activity. Of the 60% that indicated they 
did, approximately 44% indicated that they undertook some form of activity 
between 2 and 3 times a week. However, in terms of inspiring people to 
participate in more sport, 46% indicated that this was the case – whilst 30 % 
indicated it did not. Over 53% of RBK residents indicated that the events had 
inspired them to undertake more sporting activities, whilst this only applied to 
39% of non RBK residents.  
 
Those least inspired to take part in future sporting activity were represented 
from the older age brackets – 51% of the over 50s indicated they would not be 
inspired to undertake more/any sport. 
 
Of those who indicated they did not participate in sport, just over 41% 
indicated that the events would inspire they to take up some form or regular 
sporting activity and of those who already did some activity, those involved in 
activity 2/3 times a week were the most inspired to participate more. 
 
From the ongoing sports survey three sports have shown an increase in 
membership since the Olympics: 
Cycling – increase of 160 
Karate – increase of 50+ 
Archery – increase of 20 
 
These figures are taken from a number of clubs that train in these sports. 
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Statistics from the four DC leisure sites demonstrate that participation of 
young people in fitness activities has also seen a rise in participation in 
2012.  
 
Junior Courses - Dry side 

Usage 2012 2011 % 

Apr 541 558 -3.05% 

May 425 450 -5.56% 

Jun 309 337 -8.31% 

Jul 493 505 -2.38% 

Aug 320 302 5.96% 

Sep 758 608 24.67% 

Oct 808 617 30.96% 

Nov 857 755 13.51% 

Dec 754 666 13.21% 
 
 Junior Fitness 

Usage 2012 2011 % 

Apr 247 242 2.07% 

May 315 305 3.28% 

Jun 247 238 3.78% 

Jul 315 303 3.96% 

Aug 478 308 55.19% 

Sep 402 319 26.02% 

Oct 392 355 10.42% 

Nov 299 283 5.65% 

Dec 284 259 9.65% 
 
Junior Activities  

Usage 2012 2011 % 

Apr 884 937 -5.66% 

May 1154 895 28.94% 

Jun 1010 947 6.65% 

Jul 593 554 7.04% 

Aug 550 430 27.91% 

Sep 1099 846 29.91% 

Oct 1389 1107 25.47% 

Nov 929 862 7.77% 

Dec 720 669 7.62% 

 
A key performance indicator for physical activity is participation in 
swimming, which can be measured through the two public swimming pools 
at the Kingfisher and Malden centres. Casual swimming is showing an 
overall increase of 24% on same period last year.  Junior swimming 
especially has shown an increase of 39% on same period last year. The 
increase has been since the Olympics; prior to this it was flat to last year.   
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Adult Swim 

Usage 2012 2011 % 

Apr 11042 9559 15.51% 

May 11259 9838 14.44% 

Jun 11099 9984 11.17% 

Jul 12309 10167 21.07% 

Aug 14581 10817 34.80% 

Sep 11282 9232 22.21% 

Oct 9537 8741 9.11% 

Nov 6995 6356 10.05% 

Dec 4742 4296 10.38% 

 
Junior Swim 

Usage 2012 2011 % 

Apr 6425 4233 51.78% 

May 4771 4009 19.01% 

Jun 5952 4436 34.17% 

Jul 7300 5165 41.34% 

Aug 10502 7449 40.99% 

Sep 5452 3772 44.54% 

Oct 5312 4081 30.16% 

Nov 2782 2133 30.43% 
Dec 1891 997 89.67% 

 

Free U4's Swim 

Usage 2012 2011 % 

Apr 1515 1270 19.29% 

May 1552 1330 16.69% 

Jun 1805 1340 34.70% 

Jul 1970 1697 16.09% 

Aug 2381 1736 37.15% 

Sep 1741 1180 47.54% 

Oct 1604 1316 21.88% 

Nov 1078 920 17.17% 

Dec 792 622 27.33% 
 

There has also been an encouraging increase in the delivery of swimming 
courses at the two centres. 
 
Benefit and Community – In terms of perceived benefit and feel good factor 
– 87% of people agreed that the events were of benefit to the area and 89% 
felt that it created a sense of community. Only just over 2% thought it had no 
benefit and just over 3% believed it did nothing to create a sense of 
community. 86% of RBK residents surveyed believed the events were of 
benefit to the area, whilst only 1.9% believed there was no benefit.  
 
Whereas 91% of RBK residents believed the events had created a sense of 
community and less that 0.5% felt they had not. Those that were not 
convinced of the benefit tended to come from the older age ranges and the 
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younger age ranges, although this was less than 1%, whilst those in the 26-49 
bracket were the most positive about the impacts. 
 
Help and Advice – 78% of residents surveyed felt they had been kept well 
informed regarding the events and their logistical impacts – only just over 10% 
felt they had not. Whilst on the days themselves, 92% of people felt that the 
guidance and help from marshals and volunteers was good. Only just over 2% 
felt that the help had not been of satisfactory quality. 
 
Kingston Visitor Satisfaction – on the day 89% of people felt that Kingston 
was, at a minimum, a good place to visit and it is expected that this will have a 
long term legacy impact. 
 
Visitor Impact Summary Analysis 
 
From the survey results it is clear that there was a very high level of 
satisfaction with the events, information was readily available, volunteers 
provided an excellent level of support and several sections of the community 
became inspired to increase their level of participation in some form of 
physical activity. This together with the increased feel good 
factor18demonstrates that, as a visitor and community experience, the events 
were a resounding success. 
 
The tangible notion of what this means in the medium to long term in terms of 
consumer spending, health, civic pride, social capital and a sustainable legacy 
are not quantifiable within the scope of this report, however it is possible to 
recognise these as cumulative benefits set against the immediate economic 
impact. 
 
The expenditure patterns indicate that whilst there was a shift in the normal 
retail consumption patterns, the injection of visitor expenditure did equate to a 
significant gain for the micro and small businesses within the borough. This is 
important as not only does this off-set the decline in revenue acknowledged 
by other sectors of the economy, but its multiplier effect is magnified. 
Research shows that expenditure within locally based independent operations 
can have up to three times a greater impact within a local economy than 
expenditure within multiples: 
 
“The more contained multiplier effects in a city or region, the stronger their 
impact on the given city or region as drivers of cumulative multiplier effects 
economic growth.”19 
 
Therefore, the negative impact recorded by the larger operators should not 
overshadow these alternative and substantial economic gains in other sectors 
of the business community.

                                            
18

 The notion of wellbeing does indicate a positive relationship with general consumer 
behaviour - London 2012: what is the economic impact on the UK? A report by 
Oxford Economics commissioned by Lloyds Banking Group 2012. 
19

 Multiplier Effects in Local and Regional Development: Author: Domański, Bolesław  
Gwosdz, Krzysztof  Quaestiones Geographicae, 2010, Vol.29(2): Page 29 
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CONCLUSIONS, LESSONS AND LEGACY? 
 
The original aim of this study was to examine the economic impact of the 
Olympic events with Kingston, however having undertaken the process it is 
very clear that this is only one part of the picture. 
 
Retail suspected there would be a negative impact and from the broad figures 
we were able to collect, it is clear these fears were borne out. Possibly more 
than some expected.  
 
Inevitably, closing down the transport system of a major metropolitan area in 
south London, where it is already acknowledged transport is an inhibitor to 
development, will have a significant impact on its core business.  
 
However, having an attraction of the size and scale of the Olympic cycle 
events meant that for a great deal of the trade that was lost in the main retail 
areas, expenditure in the convenience and hospitality sector provided an 
effective cross subsidisation. Ultimately, this meant a shift in trade patterns 
from the core and peripheral areas to those businesses that were able to 
utilise their fortunate position adjacent to the route. 
 
It is not possible to state that the 1% loss in annual trade experienced by the 
core retail centre was directly replaced by the significant uplift in hospitality 
spend, as exact crowd figures and revenue figures are not available. 
However, considering the size and scale of localised spending on the event 
days, and the significant multiplier effect associated with this type of 
expenditure, it could be assumed that the total impact on the local economy 
was, at its worse, neutral or, at its best, a reasonable level gain. 
 
In terms of long term legacy it is still far too soon to understand the impact of 
the events and this was not the purpose of this study, but certain issues have 
been raised which need to be flagged here. 
 
An early indication for future funding is that RBK has received £130k from the 
London Marathon Trust for a cycling project which includes building a purpose 
built track primarily for disability cycle training, but also to include school use. 
This was felt to be a direct outcome of the efforts made around the events and 
highlighting the area as the cycling capital between south London and Surrey. 
 
The positive impacts on community spirit and sport participation20 will have 
multiple repercussions that cannot be recorded here in terms of health, social 
capital and representation. But just in terms of basic cooperation between 
services and businesses there are some valuable stories that signify a 
capacity that has been created within the area. Not just for this but future 
events. 
 

                                            
20

 Apart from the growth indicated by the visitor survey, the use figures for the two main sports 
centres in the borough indicate a 22-30% increase for August and September in comparison 
to previous years. 
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There are also some basic lessons which need to be taken into consideration:  
the possibility of minimising closures through different routes, keeping car 
parks open as much as possible and allowing longer trading hours. However, 
the key over riding point is that whatever else happens, events and activities 
appealing to a broad demographic need to be organised to capture 
associated trade and visitor numbers within the area. If possible, these need 
to be located in areas that pull people from the main attraction to more 
peripheral locations, therefore distributing the impact on a more equal footing. 
 
“Promotion, promotion, promotion!” 
 
Street trading and advertising need to be a key focus of future events and 
business need to be encouraged to engage with this, including better use of 
the river in terms of a venue and transport link. 
 
All agree the Go Kingston team did a great job of planning and managing the 
events and, considering the imposed constraints, a reasonable attempt to 
advertise Kingston. Possibly requiring more positive transport messages in 
relation to be open for business and bring these messages together. 
 
If there is one defining legacy to the whole process it is the institutional 
capacity that was built up around the events and the level of 
cooperation/communication that emerged. This needs to be maintained, 
especially in the face of future London cycle festivals and other potential large 
scale host events. Kingston can update its CV in this respect and this will at 
least maintain its profile, which is essential set against the structural changes 
and decline facing town centres. It cannot afford not to undertake and engage 
with these types of activities. 
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APPENDIX 1 - BUSINESS IMPACT SURVEY – BRIEF OVERVIEW 
(55 RESPONSES) 
 

i. Business Category 
 

  Number Percentage 

Department Stores 1 2 

Music and entertainment 2 4 

Restaurants 2 4 

Bar/Pub 2 4 

Furniture and carpets 1 2 

Supermarkets (food and drink) 3 5 

DIY and hardware 1 2 

Convenience stores, CTNs and newsagents 6 11 

Mixed retailers 3 5 

Chemists, healthcare and newsagents 4 7 

Clothing 3 5 

Other specialist non-food 8 15 

Booksellers and stationary 3 5 

Jewellery 1 2 

Café 5 9 

Professional services 4 7 

Education 2 4 

Other 4 7 

Total 55 100 

 
 

ii. Workforce Size 
 

Workforce size 

 Frequency Percent 

Valid 1-5 29 52.7 

6-10 4 7.3 

11-20 9 16.4 

21-50 10 18.2 

51-100 1 1.8 

>200 2 3.6 

Total 55 100.0 

 
1. Initial Perception of the Olympics in Kingston: 
- An opportunity: 47% 
- A disadvantage: 18% 
- Neither: 33% 
- Missing: 2% 
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1a. If opportunity, which factors were considered: 
- the main factors were a „boost to the local economy‟, „improved corporate 
image of the town‟ and „improved tourism in the area‟. 
 
1b. If a disadvantage, which factors were considered: 
- the main factors were „disruption to and from your business (deliveries)‟, 
„disruption to local services‟ and „disruption to staff travel‟.  
 
2a. Leading up to the Olympics in Kingston, any change in footfall? 

- 1-10%:      Increase = 5        Decrease = 6 
- 11-20%:    Increase = 2        Decrease = 6 
- 21-30%:    Increase = 0        Decrease = 1 
- 31-40%:    Increase = 1        Decrease = 1 
- 41-50%:    Increase = 0        Decrease = 2 
- >50%:        Increase = 1        Decrease = 1 

 
2b. During the Olympics in Kingston, any change in footfall?  

- 1-10%:      Increase = 4        Decrease = 6 
- 11-20%:    Increase = 0        Decrease = 3 
- 21-30%:    Increase = 2        Decrease = 1 
- 31-40%:    Increase = 0        Decrease = 1 
- 41-50%:    Increase = 0        Decrease = 2 
- >50%:        Increase = 3        Decrease = 2 

 
2c. After the Olympics in Kingston, any change in footfall? 

- 1-10%:      Increase = 3        Decrease = 4 
- 11-20%:    Increase = 2        Decrease = 3 
- 21-30%:    Increase = 0        Decrease = 2 
- 31-40%:    Increase = 0        Decrease = 2 
- 41-50%:    Increase = 0        Decrease = 1 
- >50%:        Increase = 1        Decrease = 0 

 
3a. Leading up to the Olympics in Kingston, any change in turnover? 

- 1-10%:      Increase = 4        Decrease = 7 
- 11-20%:    Increase = 1        Decrease = 3 
- 21-30%:    Increase = 3        Decrease = 4 
- 31-40%:    Increase = 0        Decrease = 1 
- 41-50%:    Increase = 1        Decrease = 3 
- >50%:        Increase = 2        Decrease = 1 

  
3b. During the Olympics in Kingston, any change in turnover? 

- 1-10%:      Increase = 4        Decrease = 5 
- 11-20%:    Increase = 0        Decrease = 4 
- 21-30%:    Increase = 2        Decrease = 1 
- 31-40%:    Increase = 1        Decrease = 1 
- 41-50%:    Increase = 0        Decrease = 2 
- >50%:        Increase = 3        Decrease = 1 

 
3c. After the Olympics in Kingston, any change in turnover? 

- 1-10%:      Increase = 3        Decrease = 2 
- 11-20%:    Increase = 1        Decrease = 3 
- 21-30%:    Increase = 1        Decrease = 2 
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- 31-40%:    Increase = 0        Decrease = 1 
- 41-50%:    Increase = 0        Decrease = 1 
- >50%:        Increase = 1        Decrease = 0 

 
4. Increase promotion/advertising? 
 

Increase promotional/advertising expenditure 

 Frequency Percent 

Valid Yes (go to q.4) 21 38.2 

No (go to q.5) 33 60.0 

Total 54 98.2 

Missing   1 1.8 

Total 55 100.0 

 
4a. What was this extra money spent on? 
- main factors were: „sales promotions‟, „increase Olympic-orientated 
products‟ and „extra advertising in Kingston‟. 
 
4b. % Increase in expenditure on advertising? 
  

 
4c. Where was this advertising expenditure spent? 
- Majority of respondents for this question spent the money „inside the 
Borough‟ 
 
5. Change working Practices over Olympics period? 
- Yes: 42% 
- No: 47% 
- Missing: 11% 
 
5a. How working practices changed? 
- mainly „allowing staff flexible working arrangements/work from home‟ and 
„reducing staff/delivery services‟ 
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6. Need to hire extra staff? 
– Yes: 4% 
– No: 93% 
– Missing: 3% 
 
6a.Type of employment?  
–Full-time: 7 
–Part-time: 4 
 
6b. Employed from the local area? 
–Yes: 2 
– No: 3 
 
6c. Expenditure on staff covered by increased revenue during Olympic 
period? 
– Yes: 1 
– No: 3 
 
7. Any staff absenteeism? 
– Yes: 7% 
– No: 87% 
– Missing: 6% 
 
8. Increase expenditure on supplies/services to meet any extra demand? 
– Yes: 9% 
– No: 89% 
– Missing: 2% 
 
9. Receive guidance or information? 
– Yes: 98% 
– No: 0% 
– Missing: 2% 
 
9a. Who from and how useful? 
– Kingston Council: 18 –very useful, 28 –mostly adequate, 1 –not at all 
– Kingston First: 7 –very useful, 16 –mostly adequate, 5 –not at all 
– Chamber of Commerce: 12 –very useful, 12 –mostly adequate, 4 –not at all 
– LOCOG: 7 –very useful, 18 –mostly adequate, 5 –not at all  
– GLA: 5 –very useful, 6 –mostly adequate, 9 –not at all 
–TFL: 13 –very useful, 19 –mostly adequate, 6 –not at all 
 
9b. If didn‟t receive information, why? 
– mostly because they didn‟t look for it or need it (7 out of 9 respondents) 
 
10. Feel involved in the area? 
– A lot: 18% 
– Mostly: 18% 
– A little: 18% 
– Not really: 24% 
– Not at all: 20% 



41 | P a g e  
 

– Missing: 2% 
 
11. Would like more information? 
– Yes: 25% 
– No: 71% 
 
12. Involved in Olympics on a larger scale? 
– Yes: 18% 
– No: 75% 
– Missing: 7% 
 
12a. What was the involvement? 
– Supplier: 33%, Sponsor: 11%, Delivery agent: 11%, Contractor: 22%, Other: 
22% 
 
13. Lasting economic legacy? 
- Yes: 27% 
- No: 27% 
- Not sure: 43% 
- Missing: 3% 
 
13a. How? 
– main responses were: „Increase long term tourism‟, Improved area image‟ 
and „boost local economy‟ (with „inward investment‟ and „better relationships 
with local government‟ close behind). 
 
14. Lasting social/cultural legacy? 
– Yes: 45% 
– No: 25% 
– Not sure: 25% 
– Missing: 5% 
 
14a. How? 
– main responses were: „Increase sport participation‟, „Future events in 
Kingston‟, „More interest in local area/community spirit‟ and „Volunteering‟ 
(with „more community programmes‟ close behind). 
 
15. In support of proposed yearly cycle race? 
– Yes: 47% 
– Moderately: 16% 
– Undecided: 15% 
– A little against: 5% 
– Completely against: 11% 
– Missing: 6% 
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APPENDIX 2 – RESULTS FROM VISITOR SURVEY – RESPONSE 
FREQUENCIES 
 

Age 

 
Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Under 18 29 8.0 8.0 8.0 

18-25 37 10.2 10.2 18.3 

26-39 95 26.2 26.3 44.6 

40-49 141 38.8 39.1 83.7 

Over 50 59 16.3 16.3 100.0 

Total 361 99.4 100.0  

Missing 0 2 .6   

Total 363 100.0   

 

Gender 

 
Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Male 149 41.0 41.6 41.6 

Female 209 57.6 58.4 100.0 

Total 358 98.6 100.0  

Missing 0 5 1.4   

Total 363 100.0   

 

Are you a resident of the Royal Borough of Kingston? 

 
Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Yes 213 58.7 59.7 59.7 

No 144 39.7 40.3 100.0 

Total 357 98.3 100.0  

Missing        0 6 1.7   

Total 363 100.0   
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Ethnicity 

 
Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid White European 280 77.1 79.3 79.3 

White Other 12 3.3 3.4 82.7 

Black Caribbean 3 .8 .8 83.6 

Black Other 7 1.9 2.0 85.6 

Indian 8 2.2 2.3 87.8 

Pakistani 2 .6 .6 88.4 

Bangladeshi 2 .6 .6 89.0 

Chinese 9 2.5 2.5 91.5 

Other Asian 15 4.1 4.2 95.8 

Other 15 4.1 4.2 100.0 

Total 353 97.2 100.0  

Missing 0 10 2.8   

Total 363 100.0   

 

 

Employment Status 

 
Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Employee 204 56.2 57.1 57.1 

Self Employed 41 11.3 11.5 68.6 

Student 51 14.0 14.3 82.9 

Unemployed 16 4.4 4.5 87.4 

Retired 45 12.4 12.6 100.0 

Total 357 98.3 100.0  

Missing   6 1.7   

Total 363 100.0   

 

If no, are you a UK resident? 

 
Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid   15 4.1 4.1 4.1 

Yes 338 93.1 93.1 97.2 

No 10 2.8 2.8 100.0 

Total 363 100.0 100.0  
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If no, please state country of residence 

 
Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid   355 97.8 97.8 97.8 

ARGENTIN 1 .3 .3 98.1 

FRANCE 1 .3 .3 98.3 

IRELAND 1 .3 .3 98.6 

NETHERLA 1 .3 .3 98.9 

SIERRA L 1 .3 .3 99.2 

SOUTH AF 1 .3 .3 99.4 

USA 2 .6 .6 100.0 

Total 363 100.0 100.0  

How long are you planning to stay in Kingston 

 
Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid A few hours 143 39.4 41.9 41.9 

Morning/Afternoon 19 5.2 5.6 47.5 

All day 133 36.6 39.0 86.5 

Overnight 12 3.3 3.5 90.0 

More than on night 34 9.4 10.0 100.0 

Total 341 93.9 100.0  

Missing   22 6.1   

Total 363 100.0   

 

If overnight are you staying in Kingston? 

 
Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Yes 56 15.4 37.6 37.6 

No 93 25.6 62.4 100.0 

Total 149 41.0 100.0  

Missing   214 59.0   

Total 363 100.0   
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If yes, what type of accommodation are you staying in? 

 
Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Hotel 7 1.9 7.4 7.4 

Rented 19 5.2 20.2 27.7 

Friend/Relative 14 3.9 14.9 42.6 

Bed and Breakfast 1 .3 1.1 43.6 

Other 53 14.6 56.4 100.0 

Total 94 25.9 100.0  

Missing   269 74.1   

Total 363 100.0   

 

How often do you normally visit Kingston town centre? 

 
Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Daily 75 20.7 21.7 21.7 

Weekly 138 38.0 39.9 61.6 

Monthly 69 19.0 19.9 81.5 

Annually 32 8.8 9.2 90.8 

Never 32 8.8 9.2 100.0 

Total 346 95.3 100.0  

Missing   17 4.7   

Total 363 100.0   

 

 

What is the main purpose of your visit? 

 
Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Observe Olympic Event 252 69.4 71.6 71.6 

Shopping 42 11.6 11.9 83.5 

Leisure 23 6.3 6.5 90.1 

Business 6 1.7 1.7 91.8 

Social Visit 9 2.5 2.6 94.3 

Other 20 5.5 5.7 100.0 

Total 352 97.0 100.0  

Missing   11 3.0   

Total 363 100.0   
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Did you use a main information source to plan your visit today? 

 
Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Yes 194 53.4 56.7 56.7 

No 148 40.8 43.3 100.0 

Total 342 94.2 100.0  

Missing   21 5.8   

Total 363 100.0   

 

If yes, who produced it? 

 
Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid LOCOG 69 19.0 33.3 33.3 

RBK 32 8.8 15.5 48.8 

Kingston First 41 11.3 19.8 68.6 

Visit London 3 .8 1.4 70.0 

Other 62 17.1 30.0 100.0 

Total 207 57.0 100.0  

Missing   156 43.0   

Total 363 100.0   

 

 

How much do you think you will spend during your visit? 

 
Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid £0-£40 271 74.7 79.5 79.5 

£41-£100 43 11.8 12.6 92.1 

£101-£200 11 3.0 3.2 95.3 

£201-£400 7 1.9 2.1 97.4 

£401-£600 4 1.1 1.2 98.5 

More than £600 5 1.4 1.5 100.0 

Total 341 93.9 100.0  

Missing 0 22 6.1   

Total 363 100.0   
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What was your main expenditure on? 

 
Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Food/Drink 218 60.1 67.5 67.5 

Domestic Shopping 20 5.5 6.2 73.7 

Clothes 33 9.1 10.2 83.9 

Transport 31 8.5 9.6 93.5 

Accommodation 5 1.4 1.5 95.0 

Other 16 4.4 5.0 100.0 

Total 323 89.0 100.0  

Missing   40 11.0   

Total 363 100.0   

 

 

Do you currently participate in sport? 

 
Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Yes 209 57.6 60.2 60.2 

No 138 38.0 39.8 100.0 

Total 347 95.6 100.0  

Missing   16 4.4   

Total 363 100.0   

 

If yes, how many times a week do you take part in moderate intensity exercise 

 
Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid None 30 8.3 11.2 11.2 

1 36 9.9 13.4 24.6 

2 57 15.7 21.3 45.9 

3 61 16.8 22.8 68.7 

4 33 9.1 12.3 81.0 

5+ 51 14.0 19.0 100.0 

Total 268 73.8 100.0  

Missing 0 93 25.6   

System 2 .6   

Total 95 26.2   

Total 363 100.0   
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Has the Olympics inspired you to take part in more sport? 

 
Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Yes 167 46.0 47.9 47.9 

No 111 30.6 31.8 79.7 

Not Sure 56 15.4 16.0 95.7 

Don't Know 15 4.1 4.3 100.0 

Total 349 96.1 100.0  

Missing   14 3.9   

Total 363 100.0   

 

 

To what extent would you agree that the Olympic events are of benefit to the local area? 

 
Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Strongly Agree 208 57.3 59.6 59.6 

Agree 97 26.7 27.8 87.4 

Neither agree nor disagree 36 9.9 10.3 97.7 

Disagree 8 2.2 2.3 100.0 

Total 349 96.1 100.0  

Missing   14 3.9   

Total 363 100.0   

 

 

Do you feel the Olympics bring a sense of community to Kingston? 

 
Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Strongly Agree 209 57.6 59.0 59.0 

Agree 107 29.5 30.2 89.3 

Neither agree nor disagree 25 6.9 7.1 96.3 

Disagree 12 3.3 3.4 99.7 

Strongly Disagree 1 .3 .3 100.0 

Total 354 97.5 100.0  

Missing   9 2.5   

Total 363 100.0   
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If you are a resident do you feel you have been kept informed as to what was going on in your 

area? 

 
Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Strongly Agree 126 34.7 46.0 46.0 

Agree 89 24.5 32.5 78.5 

Neither agree nor disagree 27 7.4 9.9 88.3 

Disagree 27 7.4 9.9 98.2 

Strongly Disagree 5 1.4 1.8 100.0 

Total 274 75.5 100.0  

Missing   89 24.5   

Total 363 100.0   

 

 

If you are a visitor have you felt there has been enough guidance from marshalls and 

volunteers? 

 
Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Strongly Agree 126 34.7 58.1 58.1 

Agree 73 20.1 33.6 91.7 

Neither agree nor disagree 12 3.3 5.5 97.2 

Disagree 5 1.4 2.3 99.5 

Strongly Disagree 1 .3 .5 100.0 

Total 217 59.8 100.0  

Missing   146 40.2   

Total 363 100.0   

 

 

How would you rate Kingston overall as a place to visit 

 
Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Excellent 201 55.4 56.6 56.6 

Very Good 115 31.7 32.4 89.0 

Good 29 8.0 8.2 97.2 

Fair 10 2.8 2.8 100.0 

Total 355 97.8 100.0  

Missing   8 2.2   

Total 363 100.0   

 


