Introduction & Background

« Other research finds that Walmart and Whole Foods store
openings cause increases in property values close to openings
which dissipate with distance. Conversely, IKEA openings
cause a non-linear increase in nearby property values with the
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highest increases ~1.25 miles away from store openings
(Pope & Pope, 2015; Saengchote, 2020; Dauntfeldt, 2021).
« Costco typically opens in the suburbs, where income levels are
somewhat higher than the national average (Testa, 2015).
o Previous Lit: No change in property values within 6 miles
using only California Costco openings (Lethco, 2023).
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Empirical Strategy
Spatial Diff-in-Diff Model
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Research Questions

1.Does the opening of a Costco warehouse impact nearby
property values and does this vary with distance from
the Costco? Is this effect non-linear?
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2.How do the positive and negative externalities of Costco
openings differ based on distance?
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“fake” opening dates are set multiple years earlier for

. There is an 7.9% increase in property values within 5 miles explaining the null result for the full dataset.

of a Costco opening for ZIP codes with above-average
population density, and a 5.2% increase within 5 miles for
areas with above-average household income.

which there are also null results.

- There are significant differences between the change in the
log ZHVI value for each of the treated groups and the  This is surprising since property values typically change in

Future Research: Find counterfactual Costco opening
locations using machine learning with ACS data and use
these openings as a control group (Pollman, 2020).

change in the control group over time. response to nearby amenities and disamenities.




