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City Trees & Nature 
Community Economics 
l  Residential real estate values -  

3-7% with trees in yard 
l  Residential real estate values -  

5-20%, proximity to natural open space 
l  Commercial property rental rates - 7% 
l  Increased rent values – ROW & yard trees (Donovan 2011) 

l  Improved consumer environments in business 
districts - 9-12% product spending 



Nature & the Workplace!
cubicle farms . . . 
efficient?!



Attention Restoration Theory "
Rachel & Stephen Kaplan U of MI!



directed attention "
fatigue . . . . !



Workplace Nature Views!
  Well-being!

–  desk workers without view of nature 
reported 23% more ailments in prior 
6 months !

  Job Satisfaction!
–  less frustrated and more patient!
–  higher overall job satisfaction and 

enthusiasm!

Kaplan, R.  1993.  
Landscape and Urban Planning!



the  
better 
office 
cubicle! 

bottom line = 
$$ benefits of trees & nature 



Trees & Retail 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 

Trees & Shopper Environments Research 



 
www.naturewithin.info 

 



Image Categories (sorted by ratings) 

Full Canopy!
mean 3.63 

Pocket Parks!
mean 3.72!
(highest) 

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

26 images 



Intermittent!
Trees!
2.78 

Enclosed  
Sidewalk  
 3.32 



No Trees  
 mean 1.65!
(lowest)!
!
(high - 3.72) 



Place Marketing 
 

Relationship 
Marketing!3. Product Pricing!

• higher willingness to pay for all  
types of goods!

• higher in districts with trees – 9-12%!

1. Place Perceptions!
• Place Character!
• Interaction with Merchants!
• Quality of Products 

2. Patronage Behavior!
• travel time, travel distance!
• duration & frequency of visits!
• willingness to pay for parking!

 



retail & place 
marketing 

 
“Companies stage 

an experience when 
they engage 

customers in a 
memorable way.” 
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