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 Ian McKenzie is one of a small number of urban forest experts in Australia.  He was the chairperson of the Local 
Government Association Urban Forest Working Group from 2003 to 2008, and is currently a director on the board of 
the International Society of Arboriculture Australian Chapter. 
 
Ian has presented at various conferences on urban forest issues, including for the Nature Conservation Council of NSW, 
the national tree symposium TREENET, the Australian Institute of Horticulture (AIH) and Parks & Leisure Australia 
(PLA).  Ian was also guest tree expert on a monthly, half-hour talkback segment on Regional ABC radio, 2NC, from 1997-
1999.   
 
 
“I believe that trees, any urban trees, must be planned and managed in a manner that accords with the community’s 
wishes and provides the greatest benefit for cost outcome that is reasonably practicable.  This is an urban forest approach 
and requires long term and ongoing strategic thinking. 
 
Trees in business districts positively affect consumer behavior to the tune of 8 to 14 percent.  Research shows that 
consumers will travel further and for longer periods; stay longer, spend more money, be prepared to pay (more) for 
parking; and return more frequently.  I expect these research findings would be of interest to your members.  I have 
attached a fact sheet published by the Centre for Urban Horticulture at the University of Washington.  Unfortunately 
very little urban forest research is undertaken in Australia so I need to rely on overseas research for relevant 
information”    Ian McKenzie 

 
 
Our surroundings, both outdoor and indoor, affect the course of our daily lives.  The physical features of a setting set up 
how we move and get around in any space.  In addition, elements of an environment send subtle cues that influence our 
attitudes and behavior within a place.  This study evaluated how the character of a place influences how shoppers respond 
to a business district.  People were asked a series of questions about their likes/dislikes and behavior within three 
hypothetical business districts, below are the research results. 
 
PLACE PERCEPTIONS 
Four categories of perceptions emerged from survey participants’ ratings of the three business districts. 
 

· Amenity and comfort 

· Interaction with Merchants 

· Quality of Products 

· Maintenance and Upkeep 

 

 

PATRONAGE BEHAVIOUR 
Actions follow our impressions of a place. Respondents were asked to give opinions of their behavior within the three 
shopping districts including. 
 

· Travel time 

· Travel distance 

· Duration of a visit 

· Frequency of visits 

· Willingness to pay for parking 
 
PRICING PATTERNS 
Do trees influence how much people are willing to pay for goods?  Contingent valuation methods were used to assess 
how amenity values relate to customers’ price valuations.  Survey respondents were asked to specify a price for each of 
15 items in a “basket of goods” in the business district. Categories of goods: 
 

· Convenience 

· Shopping  

· Specialty 

On your selection . . .    URBAN FORESTATION 

Consumer ratings on each of the categories were significantly higher 
for districts that had street trees and other landscape 
improvements.  Amenity and Comfort were about 80% higher for 
tree lined sidewalk compared to a non-shaded street. Quality of 
Products ratings were 30% higher in districts having trees over 

those with barren side walks. 

Again, trees make a difference! Considering all behavior, higher 
measures were reported in the districts having trees. For instance, 
respondents claimed they would be willing to pay more for parking 
in a well landscaped business district.   This suggests greater 
revenues from shaded parking would offset the costs of parking 
space loss, a frequent objection to tress by merchants. 

Results consistently priced goods significantly higher in landscaped 
districts! Prices were on average about 11% higher on products in 
the landscaped, compared to the no-tree district.  This was true of 
low-price, impulse-buy convenience goods, as well as bigger ticket, 
comparison-shopped items. Given the low profit margins of most 
retail businesses, trees appear to provide a significant margin. 
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