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Trees & Retail Environments Research

NATIONAI BESTSELLER
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of consumer
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1. Place Perceptions
* Place Character
e Interaction with Merchants
e Quality of Products

2. Patronage Behavior
« travel time, travel distance

e duration & frequency of visits | .
e willingness to pay for parking Place Marketing

Relationship
3. Product Pricing Marketing
* higher willingness to pay for all
types of goods
® higher in districts with trees - 9-12%

N -

Trees & Shopper Environments Research

* Research Questions
trees and visual quality?
trees and consumer behavior?
trees and product pricing?

® Methods:
mail out/in surveys
national or local sample
residents/nearby city residents

partners: U of Washington, NGOs, business organizations
funded by USDA Forest Service




Image Categories (sorted by ratings)

Pocket Parks
mean 3.72
(highest)

Scale : 1=not at all,
5=like very much,
26 images

Full Canopy
mean 3.63

Enclosed
Sidewalk
3.32

Intermittent
Trees
2.78




No Trees
mean 1.65
(lowest)

(high - 3.72)




freeway roadside
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e edited in
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“Companies stage
an experience when

customers in a
memorable way.”

The Experz’en ce

Economy
retail & place
marketing

they engage
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Work Is Theatre
Every Business a Stage
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Ingersoll St.

digging deeper
attribution theory
neatness counts

trees, accessory vegetation,
sidewalk care = curb appeal

tree planting or maintenance
upgrade = signal of change

use landscape character to identify
the district
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