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Today’s presentation 

• What is Tourism/what who is a tourist?  (3 mins) 

• Ten Trends you can take to the bank  (7 mins) 

• Tourism today (#3 of Trends) 

• Psychographics at Royal Botanic Garden, Kew  (5 mins) 

 A New Way of looking at (your?) visitors. 

For a copy go to: 
http://web.ccsu.edu/faculty/benfield/default.htm 



• What is Tourism?  

"Tourism comprises the activities of persons traveling 
to and staying in places outside their usual 
environment for not more than one consecutive year 
for leisure, business and other purposes.“ Nothing about 
O/N, Purpose/distance/min Time 
 
 

• International 

• Domestic 
• In the USA  95 % domestic and 

                   5% International 

 

What is a Tourist?   

 
There are two types of Tourist: 

World Tourism Organization Madrid. www.wto.org 



The only “commonality” is WHERE (Not who or when ….we will 
look at “Why” = motivation briefly 

• The following shows what happens when people think leisure 

 

• WHERE  is #1 





Or the mantra 

• “If you don’t know where you are 
going, any road will take you 
there” 

• “If you don’t know where your 
guests are coming from, any old 
plant or program will do” 

Or for gardens … 



…and the simplest thing is zipcodes: 









The Ten Trends over the last Two years for Gardens 

1. Millennials…and Millennial garden (ing/visiting) 
2. Gardening Participation 
3. More Tourists and  
4. The rise of China 
5. Tourists to UK 
6. Changing Demographics esp. households 
7. Social Media 
8. Fighting back by Magazines 
9. Gardens and the Link to other tourist activities 
10. The rise of the Regional  Garden Tourism Networks and 

finally a World Garden Tourism Network 
 

 



1. Millennials 

• 18-34 YOA We call them the Cheapest Generation 

• 28% fewer driving licenses issued  1998-2008 

• Gentrification (moving into urban areas not suburbs) 

• Cash poor (student debt (average $ 28,000)) 

• House sales up/lot size lower 

• 34 % grow own produce 

• Are we worshiping a false god? And will they come to Jesus? Lessons from Art museums 





 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 





2. Gardening Participation 
• Gardening participation went up 20% in 2015, a rise after 

all time low in 2014 (and it had been declining since 2006) 
attributable to boomers AND millennials. 

• Spending on Gardening was $ 401 per person. Up from  

 $ 317 previous year. 

• Compare $ 649.50 spending on fast food esp. Pizza (1 in 6 
guys eat it daily) but Canada beats the US on “countries that 
love to eat” 





Tourism Today II (#3) 

 



III The Basics of  
Tourism – the  
bigger wider  
(Tourism) world 



3. More Tourism and Tourists 

Tourist expenditures 



Canada and North America 

Growth of almost 7% p.a. 
!!! 





4. And the rise of China 







5. Tourists and Great Britain 

 



Some New Findings (last month!...2011 data) from Visit Britain 

• International Tourists (six million) 
• Demand/desire for Garden visiting by overseas visitors is # 3 in popularity only exceeded by “Going to the Pub”* and 

“Shopping” 

• 31 % of all overseas visitors will see a garden 

• Desire to see garden exceeds desire to see museums, art galleries and  

    even historic sites 

• Median age = 39 !!!! 

* Thought for this conference: Should we be serving 
beers to our very warm and thirsty (UK) visitors? 



6. The end of the family 

• Classical Families now in the minority (19%) 

• More diversity of household type 
• Single males 

• Single females 

• Non-traditional 
• Do gardens do “Dad’s day out”? 
• Cater to Gay/Lesbian Households? 
• Valentine’s Day? 
• Singles day? 

 



Changing Household Composition in America 1970-2000

40.3
30.9 26.3 24.1

30.3

29.9
29.8 28.7

10.6

12.9
14.8 16

5.6
8.6 9.7 10.7

11.5
14 14.89 14.8

1.7 3.6 4.6 5.7

0%

20%

40%

60%

80%

100%

1970 1980 1990 2000

Year

%

Other non-Family households

Women living alone

Men living alone

Other Family Households (single
parents)
Married couples w/o children

Married Couples w/Children

I showed APGA this in 2012 but it was 2000 data … now finally 2012 data 



 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



7. Social Media 

Social media lends itself well to garden tourism and vice versa: Why?  
a) It doesn’t require a huge investment and a lot of gardens don’t have a 

lot of marketing dollars and those that do have already been ear-marked, 
b) Gardens are visual and social media is all about the visual, which is 

why Tumblr and Instagram are the fastest growing social platforms and 
Instagram has the highest rate of engagement,  

c) social media are about telling a story (or it should be) through the use 
of great content – and gardens are replete with stories, deep stories, 
varied stories – and anyone can use a smartphone to take a photo or video 
and edit it right within the phone or the social platform and publish it, and 

d)  with social, gardens can ‘brand listen’ using free social media tools like 
Hoot suite, and follow hashtags to ‘hear’ what the public is saying about 
their garden, or not saying about their garden – and then join in!  One 
garden is even using social media (obliquely) to decide on which photos to 
put into the calendars that will be sold in their gift shop – an important 
profit center  



But … the research still 
needs to be done on “Do 
people go to (a) gardens 
once they have seen it on 
(social) media?” 
  
Initial survey research 
suggests that:  
• It is (just) another 

medium 
• 2%-3% use SM as their 

first source of info 
• Bloggers may be 

different (Garden Rant) 

Casey: please, please get the data for 
us from National  gardening survey 





 7(b). Last time we asked: Where do they get their information? 

• Magazines  
• (Better Homes and  

Gardens is # 4 most read  

magazine in USA)700,000 

•  Brochures 

• Word of Mouth 

(Read: Garden clubs) 





8. Fight back by magazines 



9. Garden Tourism and other tourism products 
• Food 

• Wine 

• Art 



10. The rise of the Regional Garden Tourism Networks 

• Why? 
• 43% of all visitors have been to another garden in the previous six months 

• Majority spend less than 3 hours (Ave: 2 ½ hours) in a garden (exceptions are destination gardens) 

• How do tourists pick a vacation? 



Where? 

• S. California 

• Ireland 

• South Africa   The Garden Route 

• Scotland and Nursery’s. 

• 30 in 30 

• Louis Ginter Botanic Garden, Richmond Va. and using social media 

• British Columbia and Vancouver Island 

 



GREATER PHILADELPHIA GARDENS  





2. Psychographic Segmentation 

A better predictor of visitors AND the resultant deliverables 

 EXPERIENCES 

So a probing of  

• Values, Attitudes and Lifestyles 



 

• Is there a difference in the following two demographic examples? 

 

Answer: There Might, just MIGHT, be difference 







A Kew Gardens Psychographic Study 

• 2600 respondents 

• Assessing Values, attitudes and Lifestyle 

• Cluster Analysis 

• Patterns of visitation within the cluster (Competition) 





Exciting New Experience Hunters 









Here you might wish to look at 

• “The Experience Economy”  

Pine and Gilmore 1999 

 

• The more you fulfil a persons “experiences” through the five senses …. The more you can charge 

• My own work in Semiotics 



(Non-local?)Tourists in the Garden (APGA) 

• General patterns: 
• 93% come by car 

• Stay 2-3 hours 

• Part of an overall visit to region 

• 43% have visited other gardens in last 6 months 

• Older demographic and predominantly female 

• 96% overall satisfaction  

• 78% rate value for money above average …. Thought for today: 
maybe gardens do not charge enough!  

• > 66% visit the gift store, in the gardens where there is one,  

• If the garden has a café more than half of visitors do not go in!  



Motivators (“Why do they come?”) 
USA 

 

• Enjoy Outdoor beauty  73 % 

• Butterflies and other special events 55% 

• To enjoy a day outside  49% 

• Visit Conservatory  39 % 

• Bring out of town guests  30 % 

• Learn about plants and gardening 28 % 

• Celebrate special occasions  24 % 

• Learn about rainforests  12 % 

• Attend meeting  7% 

• Take a class   4% 

• Train Show   1.5% 

• Music/concerts  1.5% 

• Plant show to buy Plants  1%  

 

UK 
 

Open ended question: 
 
• “For Day Out” (15.1%),  
• “To enjoy a garden” (14.9 %), and  
• “For Interest” (13.4%) 
• “For a nice cup of Tea”  
 
Underlying motivations  
• “visiting a nice environment”        

53.2%  
• “visiting for tranquillity”               

51.3% 



For more on this …  

• Garden Tourism Volume 1 this afternoon 

 

• Garden Tourism Volume 2 2018 



And remember … our industry is all about sharing 
experiences to all demographic groups and 
psychographic segments thru the senses … 

• Thank You 

For a copy of this presentation: 
http://web.ccsu.edu/faculty/benfield/default.htm 







THE END 

THANK 
YOU 



NATIONAL HISTORIC SITE OF CANADA 
DAVE COWEN 

GENERAL MANAGER 

The Butchart Gardens 

Presenter
Presentation Notes
Good Morning!

This morning I’m going to give you a rapid fire perspective on how The Butchart Gardens intersects with the Tourism Sector.

And remember, Tourism is about building a memorable experience and an interesting narrative….so here goes….

We are proud to be a National Historic Site of Canada, 116 years young and we used to be a cement factory!

We were founded by a woman, a chemist and a balloonist….

And we have 600 staff and as high as 1.3 million visitors, which is good, because…



Located In  Beautiful  British Columbia 

Presenter
Presentation Notes
We are a speck on a rock in the middle of the pacific ocean

We are expensive to visit

And our local population is small at about 350,000

So our first venture into tourism was to partner in all transportation channels



Getting to Victoria – the multi-modal way 

Presenter
Presentation Notes
And what have we learned?  Well, Tourism is an industry.  It doesn’t just happen, which is what many amateur tourism marketers think.  

Tourism is not just based on PR; it is a sophisticated global sector that is data driven and is evolving at a rapid digital pace.  

In fact, Tourism is one of the few truly global billion dollar sectors, and it is rumored to be growing at 5% per year…so if you are thinking about getting more involved in developing garden tourism, you are heading into a good business.

And what is the root of do we believe is the root of sustainable Tourism?  A slick marketing program? No! It is an authentic, high quality experience that is memorable…it is a story that is repeated to friends and family.  

As a testament to the power of this belief, I am mindful that The Butchart Gardens had more than 1.3 million visitors in the days before the internet was invented, and well before the popularity of social media.




Getting to The Gardens – many choices 

Presenter
Presentation Notes
To us, developing garden tourism falls under the lexicon and academic framework of Destination Development…and many DMO’s are presently broadening to become more sustainable DMMO’s, Destination Marketing and Management Organizations, so now is a great time to develop Garden Tourism in your region. 

To start, you should know how people get to and around your region; understand how people move, what they want and who your competition is.  Understand your markets, your sectors, your communication channels and where you can leverage, partner and where you should invest.  Tourism is a business, and thus Garden Tourism is a business sector.  

To start, understand transportation, travel, and the psychograhpics behind what motivates people to take a trip.  In Canada we use the segmentation power of the Explorer Quotient, and you can go on Destination Canada’s website to learn more.




The Butchart Gardens 

Presenter
Presentation Notes
So, as Gardens, we know our wheel-house; we work in the Cultural Tourism Segment, which has different customers than the consumer tourism segment (cruise, Vegas, theme parks, etc)

…but that’s not to say that we don’t try different techniques to recruit from these non-traditional sectors; we use our entertainment choices to full advantage….Rave anybody?

And don’t start off thinking that you have to conquer the world:  Visiting Friends and Family, VFR, is important: 15-20% of visitors to Victoria are VFR, and they come to Butchart because our local fans felt pride of ownership and wanted to show s off

…but after 116 years, we now work in every tourism segment and market; local, regional and global

And in terms of how we position within the various tourism markets, indeed we are a beautiful place to rejuvenate, and our history is interesting.

Please remember that a good story reinforces a good experience.  All gardens have a person, a founder, a driving force, a character…somebody to be celebrated.

So at Butchart, we contrast today…



A Proud & Rich History 

Sunken Garden c. 1915 

Presenter
Presentation Notes
…to yesterday

….and this gives us lots of talking points and stories



Dragon Fountain 

Presenter
Presentation Notes
We talk about the cultures that have helped create and define our experience 

And we reflect this history in our art….like this beautiful bronze dragon fountain recently added as a gift from the People’s Republic of China





Spring Prelude – January 15– March 31 

Presenter
Presentation Notes
And we are truly export ready, meaning there is something beautiful and interesting every day of the year for visitors to see

Meaning that we have well trained staff on duty all the time, ready to help where needed



Historical Display -- January 15 – March 15 
 

Presenter
Presentation Notes
We are a Mediterranean climate in Victoria, with November and January being our down weather months.  So we draw on our archives and create a beautiful museum in the historic  Butchart residence



Spring 
 Spring 

 

Presenter
Presentation Notes
Spring for us is February, for sure March, and we are in full swing by April.  So there are early spring tours…



Presenter
Presentation Notes
And a more ‘classic’, later spring



Summer 
 

Presenter
Presentation Notes
And of course, there is a lot to do in Summer!

But we are very proud that the tails of our classic tourism bell curve get thicker every year, because people who come in summer want to come  back and see our fall display, our Christmas display or maybe take in the Historical display

We invite every visitor to see us in a different season



Summer Entertainment 

Presenter
Presentation Notes
Butchart has always been about fun in the garden, and we do at least 62 days of musical programming each summer

Though we don’t call ourselves a festival for fear of treading where others operate, truth be told, we host the largest music festival on Vancouver Island



Firework Saturdays 

Presenter
Presentation Notes
And our pyrotechniques are world unique.



Eco-friendly Electric Boat Tours 

Presenter
Presentation Notes
We are always delivering new experiences.  Why not learn about the history and wildlife of The Butchart Gardens on a lazy electric boat cruise?




The Rose Carousel 

Presenter
Presentation Notes
…and we are geared to families with our beautiful Carousel

Again, this new structure was designed with talking points.  It is not cut from the same Edwardian architecture as the other buildings on site; rather, this is a very modern concrete building, concrete harkening back to our days as a cement factory.  It has a green roof, and the interior ceiling is an intricate rose design made from reclaimed BC wood.

The building is modern, but the mechanism is from the era in which we were founded.

Funny thing is that kids have to line up behind the adults to get a ride!



Autumn 

Presenter
Presentation Notes
Spectacular fall colours drive a whole new stream of visitation





The Magic of Christmas – Dec. 1 – Jan. 6 
 

Presenter
Presentation Notes
And of course Christmas is an intensely busy season from Dec 1st to Jan 6th

Both locals and international travelers enjoy our display



Winter 
 

Presenter
Presentation Notes
Winter is beautiful in its own right



Fabulous Food & Beverage 

Presenter
Presentation Notes
And of course our culinary experience is high quality, driven by the passion of executive chef.



Picnics and More 

Presenter
Presentation Notes
Outdoor dining is popular



The Seed & Gift Store 

Presenter
Presentation Notes
As is shopping



Group Services 

Presenter
Presentation Notes
We have a well trained staff of group reservationists and event specialists and we have very good relationships with the Travel Trade



ButchartGardens.com 
GroupRes@ButchartGardens.com 

 

 

Presenter
Presentation Notes
We are truly export ready; open every day of the year, able to take reservations and communicate in different languages.

We have foreign websites and are active in Asian social media



Presenter
Presentation Notes
Our success has two pillars:  Beauty and Hospitality

And our service is as important as our horticulture.  We have may well trained attentive staff who are a ‘cut above’, and we strive to serve our visitors in their native language



1. 3.3 billion global air travelers 
2. We are adjacent to the large US 

market and 34% of Canadian 
visitors land first at a US airport 

3. Up 800 million since 2009 
4. Canada’s visitation was around 17 

million in 2013 (a few percent) 

87 

Tourism Marketing Facts 

Presenter
Presentation Notes
We study the market



88 

Presenter
Presentation Notes
And monitor trends



89 

Presenter
Presentation Notes
We help to develop tourism at the regional level

We are very active in leading tourism development in NW North America through the Pacific Northwest Economic Development Region



90 

Presenter
Presentation Notes
And we track the industry’s progress



91 

Presenter
Presentation Notes
We contribute to tourism policy development



Regional Tourism Initiatives 
1. Advocate for Pre-Clearance Pilot 
2. Advocate for Synchronized Visas 
3. Advocate for Tariff Flexibility for Ferry Operators 
4. Accelerate Marketing Collaboration 
5. Support Regional Product Awareness 
6. Develop Integrated Ferry Pass 
7. Improve intermodal transportation (Air-Rail-

Ferry-Cruise) 
8. Support Regional Tourism Committee Covering 

NW North America 

Presenter
Presentation Notes
And we lead within the sector by doing good works



Victoria– an Amazing Alaska Cruise Port 

Presenter
Presentation Notes
In terms of specific sectors we work with the local Port and the cruise lines who call in Victoria



Cruise Line Members 

Presenter
Presentation Notes
We are Switzerland, working equally with all suppliers



Presenter
Presentation Notes
We helped develop a National Garden Route



Presenter
Presentation Notes
And deliver National Garden Days



Milner Gardens The Gardens at HCP 
The Butchart Gardens Dr. Sun Yat-Sen Gardens 
Communities in Bloom UBC Botanical Garden 
Minter Gardens Van Dusen Botanical Gardens 
The Gardens at Royal Roads Victoria Butterfly Gardens 

 
 Gardens British Columbia 

BC’s New Garden Tourism Development Strategy 

Presenter
Presentation Notes
We founded Gardens British Columbia, our provincial Garden Tourism Marketing Consortium



Presenter
Presentation Notes
And we also helped found the Vancouver Island Garden Trail and now the British Columbia Garden Trail



Presenter
Presentation Notes
We like to see our sister gardens thrive!



Destination Marketing Collaboration 

•Greater Victoria Visitors & Convention Bureau (Tourism Victoria)   

•Official not-for-profit destination marketing organization  

•Works in partnership with over 700 business members and 
municipalities in Greater Victoria and surrounding communities in 
B.C., Canada 

 

 

 

Presenter
Presentation Notes
We work closely with Tourism Victoria, our local Destination Marketing organization



Victoria –  Full of Life – The City of Gardens 
•  Most temperate climate in Canada 

•  Vancouver Island has been rated #1 Island 
   destination in North America by Conde Naste  
   Magazine for the past 7 years 

•  WestJet has named Victoria as their #1  
   Destination in Canada 

•  7 of Canada’s top 20 hotels are in Victoria 

•  Popular cruise ship destination; over 200 ships  
   per year 

•  Mountains, oceans, nature, castles, gardens, 
   wineries, and the oldest Chinatown in Canada 

Presenter
Presentation Notes
And we help maintain our destination brand



Influence 

Destination Management Plan 

Champion 

Partnerships 

Visitor 
Experience 

Presenter
Presentation Notes
And very importantly, help steer our Destination Management Plan



Tourism Update 
• The potential market has grown 28% in two years 
 

 

Presenter
Presentation Notes
The result of this good destination and brand management is that our market has grown 28% in two years…and this was last year, so the number is likely higher this year!



The Destination 
• We are an enviable tourism destination, honoured worldwide 

 

#1 Top Islands in Canada  
#3 Top 5 Cities in Canada 
#14 Friendliest City in the World  
#16 Top 25 Islands in the World  
#17 Top 25 Cities in the World  

#7 Best Destination in Canada  

#2 Top Island –  
Continental U.S./Canada  

#1 Most Romantic City in Canada 

Presenter
Presentation Notes
And our quality experience keeps earning awards.

….and we take nothing for granted and never stop learning!

Thank you!



Contact Information 

Group Services 

250-652-4422  
866-652-4422 

www.butchartgardens.com 

Phone: 250-652-4422 Fax: 250-652-3883  
E-mail:  GroupRes@butchartgardens.com  

Information About Events, Weddings, 
MICE. and Group Food Services 

 

Click here 

To Subscribe To Our Seasonal Newsletter 

Click here 

http://www.butchartgardens.com/
mailto:GroupRes@Butchartgardens.com?subject=Group Inquiry
http://www.butchartgardens.com/index.php?option=com_frontpage&Itemid=1
http://www.butchartgardens.com/group-services/event-planning--group-food-services/event-planning-and-group-food-services.html


New Perspectives on Garden Tourism: Building a 
Sustainable Visitor Base 

Collaborating with Major International Events  
Panorama @ RBG 

Duncan Ross – Royal Botanical Gardens 

 



Big Events = Big Opportunities 

Major international events have been used by destinations and 
governments to increase regional tourism visitation and 
expenditures.  These events provide an opportunity for tourism, cultural, 
natural and recreational attractions to collaborate and be part of 
something big. 
• Sporting events - Olympic Games, COPA America, Regional Games 
• Political gatherings – G7 or G20 meetings – Paris Climate Change 

conference. 
• Iconic Annual Events – Film Festivals,  Arts Festivals, Cultural Events 

 



2015 Toronto Pan Am Parapan Am Games 

In 2015 Toronto, in partnership with 15 neighboring municipalities, the 
Province of Ontario and the Canadian government hosted the 2015 Pan 
Am Parapan Am Games on the traditional lands of the Mississauga’s of 
the New Credit First Nation.  
 
All levels of Government viewed the games as an opportunity to build 
new public infrastructure, increase community engagement and increase 
economic activity leading to the event and during the event through 
tourist visitation. 



Scope of the 2015 Games  

• 250,000 visitors 
• 4,000 national and international media representatives 
• International officials and dignitaries from 41 nations across the 

Americas and Caribbean 
• Families, supporters and sport fans from across Canada, across the 

continent, and beyond 
• Millions of TV viewers across the hemisphere (200M + viewer watched 

opening ceremonies for 2011 Pan Am Games) 







 A Public Garden with a Sporting Event? 

Where is the common ground between a Botanical Garden and this 
massive sporting event? 
 
 
 
 
The Province of Ontario provided RBG with $200,000 to create a unique 
Pan-American themed event for the duration of the Games. 
 
 
 
 





Vision for Panorama @ RBG 
The vision for Panorama @ RBG is to be a unique and authentic 
festival which celebrates the nature, culture and heritage of the 
Americas and the Caribbean regions, while promoting healthy active 
living and environmental awareness.  
  
We will present visitors with lots of information and cover many 
topics. We will tell stories about the America’s regions through plants, 
natural landscapes, food, environmental art and music performed in 
nature. 
 



Goals for Panorama @ RBG 
1. Visitors and residents will become more aware of, and interested in 

participating in the 2015 Pan/Parapan games 
2. Increase visitor attendance numbers by 103% over July 2014 

attendance numbers 
3. Enhance experiences by incorporating nature and the Canadian 

outdoors via Panorama @ RBG – a perfect match to RBG’s mandate 
to bring people, plants and nature together. 

4.  Panorama @ RBG will become the brand name for RBG’s future 
July, summer festival and thus will be an important Pan Am Games 
legacy for the Province of Ontario 

 



Re-imagined Existing Gardens 



Re-imagined Existing Gardens 



Re-imagined Existing Gardens 



Re-imagined Existing Gardens 



Culinary Programs 



Music and Arts Program 



Music and Arts Program 



Earth Art 





Programs 
• Ethnobotany of the Pan-american Region Courses 
• Adventure Challenge Course 
• Pond-Am Games 





Course Route  



Ontario Celebration Zone in Toronto 



Torch Relay Visit  

Great Opportunity to launch celebration and 
advance promotion. 
 



Outcomes  
1. Achieved 84% of our revenue target. 
2. July attendance increased over 2014 but anticipated target was 

not achieved. 
3. 95% Visitor satisfaction. 
4. Legacy infrastructure obtained – Adventure Challenge Course 

and mobile stage and the Panorama event brand. 
 



Lessons Learned 
1. Great opportunity to engage the entire organization. 
2. You can engage new audiences with innovative programming. 
3. You need to cooperate with regional partners. 
4. Local residents can be scared off by big events. 
5. The Garden experience can be included in any tourism, sport or 

cultural event. 
 



For more information 

Duncan Ross 
Royal Botanical Gardens 

dross@rbg.ca 
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