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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 a Tourist?

« Whatis 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

There are two types of Tourist:
 International

 Domestic
e Inthe USA 95 % domestic and

5% International

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



Sequence of Visitor Decisions

ATravel Industry Association of America study shows thet the destination Is the first decision made
acrass all types of leisure travelers,

Order of Decisions Made when Planning a Tri

Destination

Duration

Budget

Mode of Transportation
Accommodations
Activites

oo B L ba

In addition, the destination is the first consideration for all sub-types: entertainment,
family-centered, recreation, and combined with a busimess trip. But the ranking of the other
elements change,

1 Destination 1 Destination

2, Duration 2 Duration

3 Accommodations 3 Mode of Transportation
4, Budget 4, Budget

5, Activities 5 Aeeommodations

6. Mode of Transportation 6 Activities

Recreation Combined Business/Leisure

1 Destination 1 Destination

2 Activities X Duration

3 Durafion 3 Mode of Trznsportation
4, Budget 4, Budget

5. Accommodations 3 Activities

&, Mode of Triznsportation 6. Accommodations



Or the mantra

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

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

—

Or for gardens ...



...and the simplest thing is zipcodes:
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Ontario
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The Ten Trends over the last Two years for Gardens

Millennials...and Millennial garden (ing/visiting)
Gardening Participation

More Tourists and

The rise of China

Tourists to UK

Changing Demographics esp. households

Social Media

Fighting back by Magazines

o o N o 1o WD =

Gardens and the Link to other tourist activities

—_
=

. 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



McDonald's Has a Millennial

Problem

Country's Biggest Fast Feeder Doesn't Rank in Top 10 Fave Restaurants Among

This Huge and Influential Demo

vi ey be the country’s No. 1 fast-food chain and one of its most
beloved brands, but when it comes to millennials, the Golden Arches says it
doesn't even rank among rhe demographic's top 10 resraurant chains.,

It's enough of a concern that McDonald's is launching its biggest product of the
year, McWrap, to comt a huge and influential cohort thar values cholee and
customization. According to NPD Group, there are 59 million people ages 23 to
36 in the U.8, -- the range it defines as millennials.

MeDonald's isn't the only major marketer

SMcW trying to reach millennials. Everyone from
: Coke and Gatorade to brewers and media
companies are struggling to understand
this group. There's even confusion about
—

just who millenniale are In terms of age
range {restaurant consultant Technomic
counts them as 19-to-34-vear-olds;
McDonald's, in an internal memo obtained

by Advertising Age, classifies them as ages
18 to 32). Size estimates for this demographic group range anywhere from 59
million to 830 million.

But on one thing most marketers agree: "They're 80 willion [people] but they're
influencing the next 80 million, both younger and older,” said Gary Stibel, CEQ
ar New England Consulting Group.

SEPTEMBER 2012

The Cheapest Generation

Why Millennials aren't buying cars or houses, and what that means for the economy

DEREK THOMPSON AND JORDAN WEISSMANN | AUG 22 2012, 920 PM ET

0000600

IN 2009, FORD brought its new supermini, the Fiesta, over from Europe in a

brave attempt to attract the attention of young Americans. It passed out 100 of
the cars to influential bloggers for a free six-month test-drive, with just one
condition: document your experience online, whether vou love the Fiesta or hate
it.

Young bloggers loved the car. Young drivers? Not so much. After a brief burst of
excitement, in which Ford sold more than 90,000 units over 18 months, Fiesta
sales plummeted. As of April 2012, they were down 30 percent from 2011.

Don’t blame Ford. The company is trying to solve a puzzle that’s bewildering
every automaker in America: How do you sell cars to Millennials (aka
Generation Y)? The fact is, today’s young people simply don’t drive like their
predecessors did. In 2010, adults between the ages of 21 and 34 bought just

27 percent of all new vehicles sold in America, down from the peak of 38 percent
in 1985. Miles driven are down, too. Even the proportion of teenagers with a

license fell, by 28 percent, between 1098 and 2008.




Che Telegraph a

Monday 25 August 2014

Home News World Sport Finance Comment Culture Travel Life women Fashion Luxury Tech Cars Galleries

Women | Men | Motoring | Health | Property Weziditaiiul-@l Food | History | Relationships =Expat | Puzzles Announcements | Shop
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Hampton Court Flower Show | Garden Shop | Gardening Advice | Helen Yemm | Howto Grow | Gardensto Visit | Picture Gz P overworked and stressed-out 25 yearokis, Bugg thinks, gardening

HOME » GARDENING has become cool because it's a chance to rest their eyes from the
. R artificial. "People look out of the window and see the sun shining, and they
Why young people ﬁnd garden]ng COOle[' than the 1movies just want to put away their screens and be with nature. Gardening is the
best way | know 1o go back to your roots and relax. Weeding and pruning ¥
Weeding and digging are perfect ways to disconnect from a life spent in front of screens, takes your mind off other stresses and when you're working in the garden,  In pies: Shed of the
says the 27-year-old who won a gold medal at the 2014 Chelsea Flower Show getting your hands dirty, you can enter inio your own privale bubble Year winners 2014

"Of course, there could be an element of fashion in the young gardening
trend. | have noticed the Slow Food movement — connecting what we eat
with the environment — becoming more popular. Young people seem to be
more interested in owning beehives or sowing wild meadow flowers, and
the focus on growing your own vegetables has made gardening more
fashionable

Great American
gardens

"This year, at the Chelsea Flower Show, | was aiming for the gold medal
and was over the moon when | actually won. The world of competitive
garden designing used fo be so exclusive and it was difficult for new
gardeners to come on to the scene, but the Royal Horticultural Society has
opened up opportunities to the younger generation. As that happens,

more young visitors have started going to shows."

Related Articles.

‘I might be a gardenista - but my G&Ts have never been better' 18 Aug 2014
Shed of the Year: The Allotment Roof Shed 07 Aug 2014
Motorised mower restored to glory 07 Aug 2014

Helen Yemm's Thorny Problems 07 Aug 2014
Lithium-ion gardening tools: eco-friendly battery power Philips Gardens of Frank

Lloyd Wright
In a popularity contest between Glastonbury and the Chelsea Flower
Show, the music festival, it seems, lead among the young, but that's
because many twentysomethings don't know what they're missing —

seeing garden shows in real life is nothing short of inspirational

"l was ahead of the curve in the fashion for gardening. as | got hooked

How to plant summer

By Olivia Goldhill B Print this article when | was just five years old and would help my parents rake their large .
containers
7:03AM BST 19 Aug 2014 overgrown garden every weekend. | kept it up all the way through
ﬁshare 707 secondary scheol and studied garden design at Falmouth University.
pEolau] < 968 followers Some of my friends didn't really understand what | was doing and tnought
EdFacenook | 344 my university course was a bit strange, but since I've graduated and
EI 4 Comments started working. I've noticed that they take what | do more seriously, and
The Chelsea Flower Show is hardly teeming with teenagers — at 27, Hugo [l Twitter | 360 most of them have 2 garden. or even a few flower boxes.”

Bugg was the youngest gold-medal winner there for two decades. Yet Few twentysomethings have a massive, luxurious garden, but as
S increasing numbers of young people have become interested in

. N s gardening, there are more ways to maximise space. You can create
love of gardening — with a survey of 25- to 35-year-olds revealing that it is @rimerst| 3 rooftop and clty gardens to bring a It bi of gresnery 1o everyone — and
more popular than the cinema. Indeed, for the champion, the news that that applies even to underpaid and cramped 25-year-olds on a budget.

ki = 341 4 There's no downside for young people putting away their smartphones
The lives of many young people, he says, are dominated by technology, and picking up a shovel. Gardening is good for you physically and
and gardening provides a perfect way to "escape our digitally driven daily Gardening mentally, and it's the best way to relax.
routines”. Lifestyle » Features »

[ Telegraph Gardenshops



The big news for food gardening in the last P : . L
B L e sl (8 el ;Eoc.;?_dz o(‘]Fjarden Participation Among Millenials k

have artived. In 2008 there wete 8 million 13 Milken @2008 @201 !
Millennial food gardeners and in 2013 there : .
were 13 million, an increase of 63%. In 2008

Millennials spent a total of $632 million on 12
food gardening, and in 2013 they spenta

total of $1.192 billion, anincrease of 89%. In

2013 there were about the same number of 1
partcipating 18 to 34 year old men (6 million)

as women (7 million) compared to 3.2 million

18-34 year old men and 4.8 million 18-34 year 10
old women in 2008.

Along with the rise in participadon among
Millennials, more households in urban areas
and those with children began food gardening
over the past five years. Urban area pardciparion
rose 29% from 7 million in 2008 to 9 million in e
2013 and households with children grew from 12
million in 2008 w0 15 millionin 2013 — an increase
of 25%. In addition o these encouraging
statistics, 38% more households with incomes
under $35,000 were food gardening in 2013 as

7 & 10 9 11 n 13
63% Increase in Participation

compared with 2008 findings.
Food Gardening Across the Generations | | AGE
2008 -2013 U The largest increase in the mumber of food
18-34 Year Olds 35-44 Year Olds gardeners by age from 2008 10 2013 were FOOD GARDENING LOCATIONS
16 1 households aged 18-34. Most food gardeners From 2008 to 2013 the number of home gardens increased by 4 million, the
s 1 sumber of community garlens increased by 2 million, and the mumber of  FROM 2008 TO 2013 THE NUMBER
gardens ar the home of a friend, neighbor, or relative swyed the same at 2 OF HOME GARDENS INCREASED
12 12 THE LARGEST INCREASE IN THE million. Of the 42 million food gardens naonwide in 2013, 37 million gardened BY 4 MILLION, THE NUMBER OF
10 10 at home, 2 million gardened at the home of a friend,neighbor, or relasive, and ~ COMMUNITY GARDENS INCREASED
NUMBER OF FOOD GARDENERS BY 3 million food gardened in a community garden. When comparing this data o?mﬂ?ﬂm‘?_magm
L L AGE FROM 2008 TO 2013 WERE 10 2008, we see a risein all locations when in 2008 there were 36 million food syt
I I HOUSEHOLDS AGE 18-34 gardens; 33 million of which were ac home, 2 million at the home of @ friend, i
N N neighbor, or relative, and 1 million ina community garden.
z z tanked by age group in 2013 were 55 yeats of Garden Types by Location R gla]rden Size .m
63% Overall Increase 16% Overall Increase a0 and older, representing 36% of all foad 2013 v‘ /)
s gardening households or 15 million in 2013, €0 of Houshelds
1554 Year O 55 & Over That's up 7% from 14 million in 2008, 31% of o
all food gardening households or 13 million " 100sq feet or less
b 5 in 2013 were 1834 years of age, up 63% from 101 to 5005q feet——
2 12 & million in 2008, 17% of all food gardening © 501 to 2,000 5q feet
1 ] households or 7 million in 2013 were 35-44 » vaﬂfeﬁﬂ'mrﬁ—‘
2 Q\O\O_M ] years of age, up 16% from 6 millionin 2008,
5 5 And 17% of all food gardening households ° !
. N or 7 million wete 45-54 yeats of age, down o S1% 8% |\ 23% 54% 23% || 26% 47% 27% | 23% 49% 25%
illion A B c|lAa B C| A c |l A
s ) 22% from 9 million in 2008, L les erbs LFr\mTree:l Bema Median Garden Size = 75 sq feet
22% Overall Decrease 7% Overall Increase I A-Uban  B-Sibwtan  C-furd Mean Garden Size = 547 sq fect

4_—,—-“‘_!'-



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 (1in 6
guys eat it daily) but Canada beats the US on “countries that

- Pizza-eaters get between a quarter and a third of their daily energy

»

l OVe to e at from pizza. Although 40- and 50-somethings aren't the most avid pizza eaters,
they get the highest share of calories from them on the days when they do order
or make a pie.

11. Canada -- $5,076 per person in 2012 “ whalos #Fomalss

Spending on food at home: $2679
Spending on restaurant meals: $1465
Spending on tobaceo and alechol: $922

Fun fact: Canadians spend by far the most at bakeries of any country, with an average
of $§257.70 per person in 2012.

Al 25 [=1]

12-19 40-50 8C and over
Age (yuars)

Percentage of daily enerqgy intake contributed by pizza among consumers of pizza (USDA)
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News From GardenResearch.com
spending on Lawns and Gardens Jumps, Led by Millennials and Boomers

The U.5. is a nation full of gardeners - and they're spending more money on their lawns and gardens than in recent years. Lawn and garden
spending reached a reported $36.1 billion dollars in 2015 according to recently released results of the annual National Gardening Survey,
bouncing back from a five-year low in 2014.

“Participation in gardening did not decline much during the economic downturn,” says industry analyst Bruce Butterfield, who adds, “people
have been participating in gardening all along but they weren’t spending as much in recent years.” The average amount spent on the back yard or
balcony nationwide in 2015 was $401 per household, up from a low of $317 in 2014.

“The $36 billion dollar question is if lawn and garden sales will stay at this level in the future,” says Butterfield, who heads the National
Gardening Market Research Company and oversees the survey each year. “These results are encouraging. Not only did DIY gardening have 6
million more customers, they spent more, too,” adds Butterfield.

An estimated 90 million households participated in do-it-yourself lawn and gardening activities last year - in and outdoors. That's about 75-
percent of all U.S. households. According to the survey, the highest spending was among baby boomers, married households, those with annual
incomes of over $75,000 and college graduates - but the most important market force was 18-34 year olds. Five million of the six million ‘new’

gardening households were Millennials.



Tourism Today II (#3)



International tourism in 2014 - key trends and outlook Worl d TOUrism
» Intsmational tourist arrivals (ovemight visitors) inoreased by 4.3% in 2014, key f g ures

n reaching a total 1133 milion after topping the 1 bilion mark in 201 2.
III I I le BaSlCS Of = The Americas recorded the strongest growth with an 8% increass in
international amivals, followed by Asia and the Pacific and the Middle
East (both +5%). In Eurcpe amivals grew by 3%, whils in Afrioa they

Tourism - the el

= Intemational tourism receipts reached USS 1246 billon worldwids in 2014,
up from US$ 1167 bilion in 2013, comseponding to an norease of 3.7% in

bigger wider B

+ Franoe, the Unitad States, Spain and China continus 1o top the
rankings by both international arivals and receipts. Mexico re-snterad

]
the Top 10 by arrivals at position 10. By receipts, China and the United
OurlS I I I Wor Kingdom both moved up two places, to 3 and 7 respectively.
= China, the world's top tourism source markst, has continued its

exoepticnal pace of growth, increasing expsenditure abroad by 27% in
2014 to reach a total of US$ 165 bilion.

= Foreoasts prepared by UNWTO in January 20156 point to a 3% to 4%
growth in international tourist armvals in 2016 —in line with the Touwrsm
Towards 2030 long-term forecast of 3.3% a year.

+ By UNWTO ragion, proepects for 2016 ars strongest for Asia and the
Pacific and the Americas (both +4% to +5%), followsd by Europs (+3%
10 +4%), the Middla East (+2% to +5%) and Africa (+3% to +5%)

INTERNATIONAL TOURISM

International touriet amvais (ITA): 1133 milion
Intermnational tourism receipts (ITR): LSS 1245 bilion

MRA3LEE 2%

UNWTO Tourism Highlights, 2015 Edition 3



3. More Tourism and Tourists

International Tourism

83.8 83.7 20 01 United States 1729 1772 7.0 256 70 25

1 France TF 1
2 United States TF 700 748 50 6.8 2 Spain 626 85.2 76 42 41 42
3 Spain TF 80.7 85.0 56 71 3 China 51.7 5688 3.3 10.2 14 9.2
4 China TF 88.7 5566 -3.5 -01 4 France 56.7 5564 56 23 21 23
5 [taly TF 477 4588 29 1.8 5 Macao (China) 518 508 181 -18 1841 -1.9
6 Turkey TF 378 308 589 5.3 B Italy 439 455 6.6 a7 3.1 3.7
7 Germany TCE 35 330 3.7 4.8 7 United Kingdom 410 453 121 10.3 13.2 48
8 United Kingdom TF 3HA 328 6.1 5.0 8 Germany 413 433 8.2 50 47 49
9 Russian Federation TF 284 208 102 5.3 8 Thailand 418 384 234 -8.0 221 27
10 Meaxico TF 242 281 32 205 10 Hong Kong (China) : 388 384 177 -14 177 -1.6
Source: World Tourism Organization [UNWTO) © (Data az colected by UNWTO May 2016)

1 See note on page 8

Tourist expenditures

Irbermationsl Touriam i i Expanditure
! per capits USS)

1 Chira a4
2 United Stetes BiS 273
3  Gamany B3 1,063
4 Fugsisn Federation 42.8 ard
5 United Kingdom 51.3 -2
6 France | 665
7 Cenada 35.0 1,002
&  Austrelia 280 1223
9 ey 264 A 452
10 Brazil 232 46 129 : 198 127

Souroe: World Tourism Organization (LMWTO) & Diata s colacind by UNWTO My 2014)



Canada and North America

Destinstions

. 2000
Americas 190,105 162,528 167,520 180,055 4.5 3.1 8.0 100 215022 240358 264,165 2730905 100
Marth America WE20 106404 110205 120376 41 a6 Q.2 BE.5 184 531 11 777 204806 210843 FF.0
Carnada TF 16,218 16,344 16080 16528 20 1.7 2a a1 15820 0 17407 17,658 17,445 &4
hesaso TF &3 280 234030 241510 20,081 oo A 20.5 16.1 11892 0 12,730 13848 16,2558 g8
United! States TF 0,010 g5 Ea7 82995 F4,757 &1 a.0 A=) 413 137 M0 181,631 172801 177, 240 B4.7

Growth of almost 7% p.a.
mn



International tourism in 2014 - key trends and outlook

e International tourist arrivals (overnight visitors) increased by 4.3% in 2014,
reaching a total 1133 million after topping the 1 billion mark in 2012.

® The Americas recorded the strongest growth with an 8% increase in
international arrivals, followed by Asia and the Pacific and the Middle
East (both +5%). In Europe arrivals grew by 3%, while in Africa they
were up by 2%.

* International tourism receipts reached US$ 1245 billion worldwide in 2014,
up from US$ 1197 billion in 2013, correspending to an increase of 3.7% in
real terms (taking into account exchange rate fluctuations and inflation).

* France, the United States, Spain and China continue to top the
rankings by both international arrivals and receipts. Mexico re-entered
the Top 10 by arrivals at position 10. By receipts, China and the United
Kingdom both moved up two places, to 3 and 7 respectively.

e China, the world’s top tourism source market, has continued its
exceptional pace of growth, increasing expenditure abroad by 27% in
2014 to reach a total of US$ 165 billion.

® Forecasts prepared by UNWTO in January 2015 point to a 3% to 4%
growth in international tourist arrivals in 2015 —in line with the Tourism
Towards 2030 long-term forecast of 3.3% a year.

* By UNWTO region, prospects for 2015 are strongest for Asia and the
Pacific and the Americas (both +49% to +5%), followed by Europe (+3%
to +4%), the Middle East (+2% to +5%) and Africa (+3% to +5%).



4. And the rise of China

China Outbound Tourism in 2013
&) Ask Questions Fonit Size:

In 2013, China’s outbound tourism market grew rapidly. Its status as world’s largest outbound tourism
market and outbound tourism spender has been further consolidated. In the year, 98.19 million Chinese
traveled abroad. That's an increase of 18% compared to the year 2012, with the outbound expenditure
reaching $128.7 billion USD, an increase of 26.8% on last year.

The reasons for this rapid growth are numercus and include the steadily developing economy, a growing
demand in tourism, appreciation of Chinese currency, welcoming visa policies of foreign countries/regions,
and the increased numbers of international flights.

The image of the Chinese tourist has changed a lot over the years, from hoards of people dashing about
taking photos and frantically shopping to slowly enjoying their surroundings and leisurely sightseeing. They
are also spending more money on accommodation, food and entertainment. Although still popular, the
sightseeing and shopping tours are being replaced with holidays that focus on rest and relaxation.

Many people prefer to organize their own holiday instead of using tour companies. Between January and
September of 2013, almost 4 million Chinese visited Thailand; 3 million of them went there on their own,
and roughly 80% of mainland Chinese visited Hong Kong by themselves. By booking flights, hotels and other
self-serviced products onling, the number of visitors traveling independently surpassed those who utilized
organized tours to become the main force of China’s outbound tourism market.

Nearly 5 million people traveled from mainland China to Thailand via tour ocperators and travel agencies in
2013 (85% more than in 2012). This staggering increase could be down to the film "Lost in Thailand”.

€ outbound Tourism by Travel Agencies

In 2013, travel agencies helped 33,557,091 people to travel overseas. Among them, 27,816,701 went to
nearby Asian countries, accounting for 83.19%; 3,613,509 visited Europe, making up 10.77%; 751,783
traveled to America, constituting 2.24%; 838,572 left for Oceania and 281,716 for Africa.

© Predication for 2014
Increased income combined with the opportunities to travel abroad, mean that cutbound tourism is set to
rise to about 114 million in 2014 with a total expenditure of 140 billion USD.

© Top 20 Outbound Destinations by Travel Agencies in

Destinations

Number of Chinese Mainland Tourists

Hong Kong 6,752,781
Thailand 4,997,216
South Korea 3,440,969
Macau 3,132,728
Taiwan 2,815,741
Singapore 1,563,044
Malaysia 1,476,636
Japan 889,847
Vietnam 682,053
France 648,376
United States 560,055
o r
Italy 514,540
Australia 479,557
Switzerland 464,238
Germany 408,232
Russia 346,500
New Zealand 288,097
Philippines 277,680
United Kingdom 242,275




Los Angeles Top International Feeder Markets
Overseas Markets 2012

% Change over
Preliminary 2011

China (excluding Hong Kong) 459,000 35.5%
Australia 387,000 -3.1%
UK 318,000 -11.8%
Japan 289,000 0.1%
France 273,000 -19.2%
South Korea 233,000 -1.4%
Germany 224,000 -0.8%
Brazil 114,000 6.9%
Total Overseas 3,659,000 0.2% ‘
Mexico Total Visitors 1,651,000 2.6%
Canada 700,000 3.7%
Total International 6,010,000 1.2%

Source: LS, Department of Commerce, QTTI, Survey of International Air Travelers; CIC Research




TOURISM 2012
Highlights of the Year

Visitation

* In 2012 Los Angeles achieved a record high with nearly 41.4 million overnight and day visitors, an
increase of 2.5% over the previous year.

* Of those total visitors, approximately 27.9 million were overnight, up 3.3% from last year.

+ Domestic Overnight visitation to Los Angeles increased by 3.9%, as a record breaking 21.9 million
domestic visitors came to Los Angeles last year.

* [nternational visitation increased by 1.2% in 2012, as over 6.0 million foreign residents came into
Los Angeles last year, an all-time high.

Direct Estimated Visitor Spend

» Direct visitor spending totaled $16.5 billion in 2012, a 6.9% increase over 2011, also a record high.

¢ Spending by domestic day and overnight visitors totaled nearly $11.1 billion, while spending by
international visitors exceeded $5.4 billion.

International Market Trends
* Mexico, Canada, China, Australia, and the UK were Los Angeles’ top five visitor generating markets in

* China has now become the #1 overseas market for visitation to Los Angeles experiencing the fastest

Madill.



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?
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Changing Household Composition in America 1970-2000
[ showed APGA this in 2012 but it was 2000 data ... now finally 2012 data

. 35 15 57
56
106 86 97 1
129
148 o
03
309 %4 »
1970 1980 1990 2000

Year

[ Other non-Family households
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Figure 1.
Households by Type, 1970 to 2012: CPS

(In percent)

Other nonfamily
households

Women living
alone

Men living alone

Other family
households

Married couples
without children

Married couples
with children

1970 1980 1990 1995 2000 2005 2010 2012

Source: U.S. Census Bureau, Current Population Survey, Annual Social and Economic Supplement, selected years, 1970 to 2012.



7. Social Media

Social media lends itself well to garden tourism and vice versa: Why?

a)

b)

c)

d)

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,
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,

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
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
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APGA: How are you engaging your visitors via social media and could Arboretum
you please elaborate on what channels you currently use?

Social Media in Public Gardens
Member Highlight: The Morton Arboretum

Interview with Sarah Clark, Public Relations Specialist

We currently use Facebook, Twitter, Pinterest, YouTube, and Linkedin. One new way we are working
to engage visitors is by incorporating social media into our interpretation opportunities. New
exhibit panels and campaigns have featured hashiags and encouraged visitors to post pictures to
our channels. On our channels themselves, we push out user-generated content, which
encourages more people to post and interact. We try to use user-generated content for one-third
of our Facebook posts

APGA: What are your strategies for success?

Post consistently. Pay attention to what people are responding to, and use that knowledge when
planning future posts. Be conversational and invite participation.

APGA: What do you consider a ‘win'in social media? Can you provide a specific example?

A ‘win’ for us means a post has generated a high level of interactivity — shares. likes, comments,
etc. Recently, we posted an image of a new bench installed in our Oaks Collection to our
Facebook page. The bench rests on large metal letters that spell the word ‘strength.” This word
embeodies a key characteristic of cak trees. This is the first bench of its kind and we hope to install
more across our collections.

Instead of simply posting the image and stating that this is a new endeavor, | attemnpted to
personalize the post by asking, who in your life should come take a seat on this bench and why?

Qvernight, the responses poured in. People shared stories of personal hurdles and the strength it
tock to overcome those, and the people who lent them strength along the way. Quickly, this
became a top performing post in the Arboretum’s social media history. Why? Because people on
social media sites respond strongly to posts and images that allow them the opportunity to self-
identify. They want to share their stories — and this post allowed them to do so.

Tnstalled just today a
characterisacs of the oal
saat on this bench and why?

Horton Arboretum

T P-8, & new bench embadying the
Who in your life should come take a

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:

e [tis (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



UNUSUALLY CLEVER PEOPLE

Who ARE You People? The Answer!

Thanks to all 300 of you who took part in our GardenRant Readers Survey. In
case you were wondering who you are, we have an answer:

You are 40-49 years old. That's just about 1/3 of you. Another third of you are
40 under (and we know you're not lying about your age!) So the idea that
gardeners are 50+? Not so much on GardenRant. Only about a third of you are
50+,

You are female. Are you ever! 80% of GR readers are women. Which is
interesting, because | KNOW more than 20% of our regular commenters are
men.

(some of) You are slackers. Over a third of you read GR at work. We should
install a "boss button" that pops up a spreadsheet in case the boss walks by.

You're sociable. Just over 60% of you read garden blogs “to meet like-minded
people.” 10% are looking for story ideas. Half of you are looking for concrete
information. Most of you are looking for entertainment & inspiration. One
person commented that he /she reads garden blogs because of "boredom.” Glad
we could help.

You don't necessarily blog. About 37% of you have blogs.

You have a suburban /medium garden-under 1acre. That's 60 percent of you.
About 12-15% have a larger garden, and the same percentage have a condo,
townhouse, or other postage-stamp garden. (We forgot to include community
gardens, and several of you reminded us of that.)

You're not lawn-obsessed. 58 percent of you have lawns. You'e into just about
everything else, and even the smaller numbers are impressive: 18 percent have
meadow /prairie and 27 percent have water /pond gardens. 68 percent grow
natives, 80 percent grow edibles, and about 75 percent do containers.

You're spending some money. 45 percent of you will drop $100 at the garden
center "two or three times a year." About 5 percent of you will drop that kind of
cash every weekend, and 25 percent will spend that kind of money "once every
month or two.” In the comments, some of you said that you are spending

ERTISMENT

£ Susan Harms
45.‘ MY Trip to the Philly Flower Show
—,
| Elizabeth Licata
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7(b). Last time we asked: Where do they get their information?

» Magazines

 (Better Homes and

How do you learn about what is happening at the Garden?

Gardens is # 4 most read
magazine in USA)700,000

 Brochures

« Word of Mouth
(Read: Garden clubs)




In Changing News Landscape, Even
Television is Vulnerable

Trends in News Consumption: 1991-2012

Overview

The transformation of the nation’s news landscape has already taken a heavy toll on print
news sources, particularly print newspapers. But there are now signs that television news —
which so far has held onto its audience through the rise of the internet — also is increasingly
vulnerable, as it may be losing its hold on the next generation of news consumers.

Online and digital news consumption, L
. 8t . i P o Digital News Surpasses
meanwhile, continues to increase, with many Newspapers, Radio

more people now getting news on cell phones, Where did you get news yesterday?

tablets or other mobile platforms. And perhaps 75

the most dramatic change in the news

. . . Watched news on TV
environment has been the rise of social

networking sites. The percentage of Americans

saying they saw news or news headlines on a 50
social networking site vesterday has doubled —
from 9% to 19% — since 2010. Among adults

Listened to 43

radio news

younger than age 30, as many saw news on a
. L . 25
social networking site the previous day (33%) 24—y

Got online/
mobile news

as saw any television news (34%), with just
13% having read a newspaper either in print or

digital form.

81 96 98 00 02 04 06 08 10 12
These are among the prineipal findings of the

PEW RESEARCH CENTER 2012 Mews Consumption Survey

Pew Research Center’s biennial news
consumption survey, which has tracked
patterns in news use for nearly two decades. The latest survey was conducted May g-June
3, 2012, among 3,003 adults. For more on the growth of mobile technology, see the Pew

Research Center’s Project for Excellence in Journalism report: “The Explosi

iences and a Close Look at what it Means for News,” released Oct. 1, 2012.

MBER 27, 2012 H E

In the new survey, only 29% say they read a
newspaper vesterday, with just 23% reading a
print newspaper. Over the past decade, the
percentage reading a print newspaper has
fallen by 18 points (from 41% to 23%).
Somewhat more (38%) say they regularly read
a daily newspaper, although this percentage
also has declined, from 54% in 2004. Figures
for newspaper readership may not include
some people who read newspaper content on
sites that aggregate news content, such as
Google News or Yahoo News.

Fewer Reading, Writing on Paper

02-12
% who did this 2002 2006 2012 Change
5

vesterday o % %

Read a print

newspaper 41 38 23 -18
Read a print

magazine 23 24 17 -6
Read a book in

print 34 38 30 -4

Wrote or received a
personal letter - 20 12

PEW

H CENTER

ews Consumption Sun

Over the past decade, there have been smaller declines in the percentages of Americans

reading a magazine or book in print (six points and four points, respectively) than for

newspapers.



8. Figh '
. Fight back by magazines
The Mercedes Selfie Help Super Bowl
and the Hare = From Kim 4 Ad Tracker
Carmaker and filn lashian s { Everything you need to
! G di bring Ae: inT-M know about the spots in
c fable to life 2015's Big Game

THEPRESS TELEVISION TECHNOLOGY ADVERTISING & BRANDING a]

Headlines: Will We Have to Say Goodbye to... One of NBC's Precious Super Bo Marketers Dish on Which Brands. Sprint Says Its Super Bowl Ad .

Magazine Readership Inches Upward
Celebrity weeklies prove surprisingly
strong

the number of magazine readers in the U.S. is actually up slightly, according to the
latest GfK MRI’s Survey of the American Consumer, which tracks print and digital
magazine readership.

D espite a slight decline in overall magazine circulation in the first half of this year,

The NR Experimeric

Total magazine readership across print and digital editions increased about 1.6 percent from
fall 2012 to fall 2013, while that of print alone increased 1.1 percent. Digital readership grew
a healthy 49 percent. But it remains a scant 1.6 percent of the total magazine audience and
slowed down in growth from the 83 year over year increase reported this past spring. The
numbers don't tell the full story about magazine readership, however, as the survey doesn't

. . - /
measure reading on magazine websites,

|
Controversial Video Shocks Society...

Fast-growing titles included Teen Vogue (up 39 percent), The Atlantic (up 34 percent) and
Esquire (up 29 percent).

Featured Jobs
In terms of categories, the strongest were thought-leader (The Atlantie, The Economist and
The New Yorker also saw double-digit percent increases), fashion glossies (every title in the
category grew its readership) and food magazines (Food Network Magazine alone added 1.8
million readers).

Digital Marketing Associate
Target Marketing Digital

Production Manager
Celebrity and entertainment weeklies proved surprisingly strong in readership despite weak Callisto Media
newsstand sales. Life & Style, OK! and Us Weekly each saw double-digit percentage gains,
while People, In Touch, Entertainment Weekly and Rolling Stone also added readers. Only Freelance Feature Writer

Star, down 22 percent, lost readers. Broadway.com

On the flip side, two of the weakest categories were automotive books (the relatively small " e Edit
. . . anaging Editor
Car Craft had the biggest decrease in the category, of 28 percent) and women’s service Trﬂ.deupughcation

mazazines (amone them. onlv Better Homes and Gardens manased not to lose readers)



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 %2 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.

30in 30

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

British Columbia and Vancouver Island



GREATER PHILADELPHIA GARDENS

\ The Greater Philadelphia area

is rich in public gardens,

arboreta & historic houses

. with gardens. This siteis your

resource for learning about

the 28 gardens, events or

planning a weekend getaway.

P

9 ~ Bastan
‘."New York

Philadelphia

‘Washington

ﬂd COLUMMN

NMEWS posted 3/13/2012

March Bank
and Blue

Poppies at
thetr Peak

Nearly 150
Witchhazels
Bloom at
Morris
Arboretum

By Tony Aiello, Director OF
Horticulture And Curator,
The Morris Arboretum Of
The University Of
Pennsylvania

READ MORE ENTRIES




DC Gardens

wing off DC's Fabulous Gardens and Spreading the Word sbout Gardening

Search

Subscribe to
Monthly Updates

€ ddress

DC GARDE

- American University
Arboretum

- Bishop's Garden at
National Cathedral

- Dumbarton Oaks

- Franciscan Monastery

- Hillwood Gardens

- Kenilworth Aguatic
Gardens

» National Arboretum

What is DC Gardens?

- National Gallery
Sculpture Garden

- Old Stone House

DCGardens.com is a grassroots media campaign to promote the major DC-area gardens that are open to the
public, and gardening itself for DC-area residents. Targeting primarily visitors, both local and from out of town.
it uses digital images collected of each garden by month and distributes them widely to fravel, general and
gardening media, both local and beyond

- Smithsonian Gardens.

Tudor Place
- U.5. Botanic Gardens
By using all-digital images provided by volunteers and promoting all the gardens collectively, DC Gardens is

comprehensive yet inexpensive; the origin of the project is revealed in this blog story.
MARYLAND GARDENS
Because it's managed and funded independently from the gardens, most of them govemment agencies, DC

Gardens can also be nimble and very, very useful. - Brookside Gardens.
- MeCrillis Gardens

In addition to images of the gardens by month, DG Gardens is & hub of super-useful info: Tours and Events in TR

2015 and Deep Resources for DC-area gardeners (local gardening and conservation organizations, - UME. Arborstum 2nd

community gardens, gardening email groups, local gardening media, where to volunteer, buy plants, efc). Botanical Garden

Starting in the March of 2015, DC Gardens will publish monthly e-blasts to a wide audience
promoting major upcoming garden events and showing what the gardens will look like in the next T T
VIRGINIA GARDENS
menth, through videos and photos
- Ben Lomon Old Rose
Garden
- Bon Air ParkiRose

The DC Gardens by Month Youtube Channe! contains videos of DC-area gardens, made from photographs
taken in them by month.

DC Gardens is on Pinterest and Flickr, where photos can be downloaded and used for no charge, with proper Gantex

- N + Green Springs Gard
credit. And coming soon, Instagram. .

- Meadowlark Botanical
How to Contact DC Gardens Gardens

- Mount Vernon
Email: Contact DC Gardens - Datlands Plantation

- River Farm

Wha?



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



Attitudes vs.
behaviour & demographics?

« Behaviour tells us what people do...
« __tcan'ttell us why

— Two men — QOver 60
— White, British — Annual income +£1 million




By understanding attitudes we can predict visitors’
propensity to...

« Come more often

- Engage more deeply
« Try new things

« Spend more

- Participate

« Become advocates

« Become members

« Donate

« \olunteer




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 Green Space

Seekers

Trendy

Urbanites Home and

Hobbyists

Low
priority

Mainstream Fun

N
Outer-directed Inner-directed ~ b”



Exciting New Experlence Hunters

Distinctive
Adventurous
Self-aware

Innovative

Social Active, adventurous and outgoing, this segment are on the lookout for new

things to experience; different and interesting activities to share with friends
and family

— Open-minded when it comes to the untried and untested
— Relish variety, novelty and diverse experiences

— They consume experiences sociably
— However it is also important there is a learning and emotional outcome

— Like: originality, innovation, contemporary
— Dislike: staying in, stagnating, routine



Adults

* Almost a fifth of the

current market 10%

11%

14%

* The largest segment
in the potential

(
=
N

139

market too :
7% 9%
18% 12%

Discerning Sensualists

9%
Nature Connectors 11% 14%
Exciting New Experience Hunters 15%
Trendy Urbanites m
Green Space Seekers 12% - -
Home & Hobbyists =
Easy Days Out
Mainstream Fun 14% 12% 12%

Universe Current Lapsed Potential



Messaging should emphasise
Motivations for previous visits to Kew (attenders)

Bein a large

Kew is unique N Sl Average
. . Learn about plant
Something science / conservation

new to see on
every visit

Lots to do
See
conservation
in action

Try new experiences
i P [Base: 136]

Barriers to visiting Kew (lapsed / non attenders)

Come on an

Escape the adventure at
hustle and Kew! Other parks are free

Other leisure priorities
Average

bustle
Too many tourists

Boring for children [Base: 172]



L IS Jcslllcllt

Channels

They are highly engaged users of a variety of on- and offline media

They are sensitive to recommendation and are look for trustworthy sources of
information

How this segment likes to find out about days out:

Event listing sites

Facebook

Email newsletters

National magazines
Organisations they belong to
Blogs

Twitter

[Base: 263]
Speak to this segment via digital streams.



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

Butterflies and other special events
To enjoy a day outside

Visit Conservatory

Bring out of town guests

Learn about plants and gardening
Celebrate special occasions

Learn about rainforests

Attend meeting

Take a class

Train Show

Music/concerts

Plant show to buy Plants

73 %

55%

49%

39 %

30%

28 %

24 %

12%

7%

1.5%

1.5%

1%

4%

UK

Open ended question:

* “For Day Out” (15.1%),

* “To enjoy a garden” (14.9 %), and
* “For Interest” (13.4%)

* “For anice cup of Tea”

Underlying motivations

» ‘“visiting a nice environment”
53.2%

o ‘“visiting for tranquillity”
51.3%



For more on this ...

» Garden Tourism Volume 1 this afternoon

A P
4 a»

GARDEN &
TOURISM

Richard W. Benfield

* 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 Butchart Gardens

NATIONAL HISTORIC SITE OF CANADA
DAVE COWEN
GENERAL MANAGER

-

.-.-._‘:..

Garden For All Seasons
Ready-To-View Video

,.Thc Budiehnand Candes


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…
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The Buifchant Gandens


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

o8
/Z The Bulchant Gandens


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…


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

£ - B on %
R
T i ) : -
i« "
- 2 s A g
Al o z - st %»
Y —
5 s gL
3 = =2
¥ oS
A
n
P q
L ey -
i : %
e
£ = =
H - &
| | i
-, o~
| -
o -A
— "\
= o )


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




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




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
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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
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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
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And our pyrotechniques are world unique.
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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

Z The Builchant Gandens
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…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!
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Spectacular fall colours drive a whole new stream of visitation





The Magic of Christmas — Dec. 1 —Jan. 6
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And of course Christmas is an intensely busy season from Dec 1st to Jan 6th

Both locals and international travelers enjoy our display
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Winter is beautiful in its own right


Fabulous Food & Beverage
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And of course our culinary experience is high quality, driven by the passion of executive chef.


Icnics and More

P

The Bifchant Gandens
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Outdoor dining is popular


The Seed & Gift Store

Z The Builchant Gandens
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As is shopping


ICES

Group Serv
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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

GARDENS  ACTIVITIES DINING VISIT FUNCITONS  SHOPPING BLOG  MORE -

Autamn,

the season of
coloured
leaves!

Visit us and immerse yourself in the
sights and scents of uncountable
numbers of flowers and much more.

FURCHASE TICEETS
GETTING TO THE GARDENS

SUBSCRIBE TO OUR NEWSLETTER

What Visitors Are Saying

"This place is amazing."

"Breathtakingly beautiful!"

"We had Spring Tea — wonderful presentation

and serviee.”
See mare reviews on Trip Advisor

Translated Information
i E EEE %l 550 Dentsch

Espanol Frangais

Other Links

Emplovment Sponsorship Trade Media
Contact Newsletter Privacy Sitemap

& Tha Butchart Gardens 2014
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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
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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


3.3 billion global air travelers

We are adjacent to the large US
market and 34% of Canadian
visitors land first at a US airport

Up 800 million since 2009

Canada’s visitation was around 17
million in 2013 (a few percent)
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We study the market


Total number of international visitors

& 7, lﬁl

2011 2012

Spending by overnight international visitors

+23% @
o

2011 2012

the most visitors?

18.2m

Total provincial
visits

Which provinces & territories had

@ = all other provinces

11,886,700

Overnight trips to Canada from 11,597,000

international markets™ by the mimbers

7on.000 |
600,000
500,000
400,000
300,000
200,000
100,000

M 2012

M 2011

Y,

G % %,
i"?”%,%

CORE MARKETS

Canadd

EMERGING MARKETS

UNDER THE MICROSCOPE: who came to Canada in 2012?

The Canadian Tourism Commission examines travellers who come to our country.

The data is derived from the Canadian Tourism Commission
(CTCY's Tourism Snapshot: 2012 Year-in-revigw. P
©

DOWNLOAD THE FULL REPORT BELOW

Who were they, what made them come and what did they do after they arrived?

=5

Party time

Canadian festivals and Travellers
fairs received 1.7 million come to
international visitors, Canada via
up 20.6% on 2011, air, land

-

T ®

The top three activities
for international
visitors in 2012:

9.5 million
Shopping

8.3 million
Sightseeing

\ﬂ —
444

7 million
Visiting friends/family

- The CTC offers dala, market intelligence, industry analysis and e-business

Age before beauty?
Youth had its fling in

2012, with 2.4 million
international visitors to

High rollers

Canada aged 24 or US business
travellers spent

under, a 12.6% e

ear-on-year rise $1.5 hillion

' ' . during their
Canadian trips {1
in 2012,

'::!‘lll_illlllllllllllllli

2
L 4
Business or P
pleasure? A -._
“ Pleasure was top

Walk on the wild side Olieipaenalor
Chinese travellers took a X et C?mmg
serious shine to Canada’s © Caljada n 2?.12' :
200, aquariums and notching 7.7 million trips.

botanical gardens,
making 59.9% more
visits than in 2011.

Infographic designed by the Canadian Tourism Commission Ell @cteeet

initiatives to support Canada's tourism industry.

Sources of information for the Tourism Snapshot: 20012 Year-in-review.

= International Travel Survey (ITS) * The Infemational Travel Account
* \iplume of International Travellers * National Tourism Indicators (2013, 01)


Presenter
Presentation Notes
And monitor trends


PNWER VALUE OF TOURISM

TOURISM EMPLOYMENT
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o
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39,000
52,200
114,000

55,600

154,000

55,270

52,500

26,000
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AK YT NT BC AB SK WA MT OR ID
OR
YT
14,700,000 BC
AK MT 11,000,000
NT
SK ]2,5(](),(](}{)
TOTAL VISITORS

AB 33,100,000

Produced by Tourism Victoria
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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


PNWER VALUE OF TOURISM

% © S N

TOURISM EMPLOYMENT I

$55,032,500,000 100,497,320

VISITOR VOLUME
- IR g

TOURISM REVENUE

Produced by Tourism Victoria
*Estimates based on select key indicators of the size of the tourism industry in the PNWER region
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And we track the industry’s progress
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We contribute to tourism policy development
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Regional Tourism Initiatives

Advocate for Pre-Clearance Pilot
Advocate for Synchronized Visas

Accelerate Marketing Collaboration |
Support Regional Product Awareness.
Develop Integrated Ferry Pass

Improve intermodal transportation (Air-Rail=" /77 7 %

Ferry-Cruise) F e
Support Regional Tourism Committee Covering -~ ' %)/~
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And we lead within the sector by doing good works


Victoria— an Amazing Alaska Cruise Port

3}‘@
” The Bulchant Gandens
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In terms of specific sectors we work with the local Port and the cruise lines who call in Victoria


Cl-“\ Cruise Line Members

NORTH WEST & CANADA

. @)
pICarnival '- ) Holland America Line
FUN FOR AlLL. AlL FOR FUN: A Signature of Excellence _
CRegernt
® SEVEN SEAS CRUISES
Ce'ebrityxc"m393® )CEANIA CRUISES®

&4 RooalCaribbean B
m ENRNAT_IONA..L

FRYSTAL‘S@ CRETSES

The difference is Crystal clear.

‘ =" ®'SNEP CRUISE LINE PRINCESS CRUISES QS]LVERSEA

A b vd Be ved AN E
ape e et e by th e

o i

7% The Buifchant Gandens
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We are Switzerland, working equally with all suppliers
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Feature Gardens on Canada's Garden Route

Jardins vedettes de la Route des jardins du Canada

The Butchart Gardens

Les Jarding Butchart

The Gardens at the Horicultiure Centre of the Pacific
Las jarding du Cantra horticole du Pacifiqua
Royal Foads Liniversity and Hatley Park
L'Univearsité Royval Roads et le parc Hatley
Milrer Gardens & Woodland

Milreer Gardens & Woodland

UBC Botancal Garden

Jardin botanigue de I'Univarsitd de la Colombike-Britanniqua
Or. Sun Yat-5en Classical Chinesa Garden
Le jardin Chinois classigua D Sun Yat-San
VanDusan Botanical Garden

Jardin botanigus VanDusean

Davanian Botanic Gardan

Jardin botanicue Devanian

Govarnmant House Edwardian Gardens
Jarding dédouardiens de Government Housa
The Gardans a1 Assinlboine Park

Les jarding du Parc Assiniboine

Windsor Sculpiure Park

Parc de sculpturas Windsor

Miagara Parks Botanical Gardens

Jardina botaniques de la Commission de la Pares du Niagara
Whistling Gardens Botanical Gardans
Jarding botaniques Whistling Gardens
Roval Botanical Gardens

Jarding botaniques royaux

Toronto Botanical Garden

Jardin botanique da Toronto

Parkwood Mational Historic Site

Parkwood liau historigee national

P06 B00600G0HOOHBLS

CANADA'S (GARDEN ROUTE

W
%
b

MANITCNRA CINTARK)

mWﬂHIEE I,

Commissioners Park

Parc des Commissaires

Citawa Central Experimeantal Farm

Ferme axpérimentals centrake d'Otaws
Rideau Hall

Rideau Hall

Mackanzia King Estate

Dormaing Mackanzia-King

Monwreal Botanical Garden, a Space for Lite
Jardin botanique do Montréal, Espace pour la via
Cranial A, Séguin Garden

Jardin Daniel A, Séguin

Domaine Joly-De Lotbiniéra

Cevmaine Joly-De Lotbiniéra

Ragar-Van den Henda Botanical Garden

L Jarctin betaniques Roger-Yan dan Hance
Jean ef Are Gardan

Jardin Jeanna D'Arg

L Eh_'llgru'rl,lllﬁ cha ' o' Orldans

La Segneurie de e d'Orliéans

Raford Gardens

Jarding de Matis

Naw Brunswick Botanical Gardan

Jardin botanigue du Nouvaau-Brunswiclk
Kingsbrae Garden

Jardin Kingsbras

Annapolis Foyal Historio Gardens

Jarding historiques d'Annapolis Foyal
Halifax Public Gardens

Jardina publics d'Halifax

Memaorial University of Newfoundland Botanical Garden
Jardin botanigue de I"Universite Memaorial de Terme-Neuve

CUEREC

PRINCE I'l{“‘k’i"‘-]ﬁk
B AN
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VIA Rail Canaels prescnts/présente

CANADA'S (GARDEN ROUTE
A ROUTE DES JARDINS DU (jANADA
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We helped develop a National Garden Route


Garden Days
Journées Jardin

JUNE 19-21, 2015

| search Activities by City |

Garden Days
Journées Jardin

Canada’'s Celebration of Gardens
June 19 to 21, 2015

THANK YOU CANADA!

“As & third generation Canedian Garden Days 2015 was a resounding succass.
gardensr it has iong besn svident to
that the acts of gardening holds
%n;wmmm vﬁsu}'wg Across the country, public gardens, garden cantres, horticultural clubs & associations,
dmmmﬁ?r:df:rm socialiy i church groups and even private gardens held well-attended and fun activities for all ages
e way EVEFTDTE W - n .
participates i it to mark this annual celebration of gardens and gardening.
While the plrysical activity of We extend hearty congratulations to Sharon Marvin and Ildi Connor of Elmwood Avenue
ISy m?fﬁrm g in Beaverton, Ontario, winners of the "Canada's Garden Street’ contest celebrating the
%. Canaian lves svenavhene. Our public contribution that public and/or private gardens have made to the quality of life on
The and private gardens have iong besr imndividual streets and neighbourhoods. Generously, Sharon and Ildi have opted to use the
B“TChaﬂ.T ;ﬁﬁyﬁmﬂ m‘? """'dl prize of $1DD_G worth of Mark’s Choice .Lawn and Garden products from Home Hardware to
i ; = purpossfal way furthar beautify all the gardens on their street.
qwlde ns. during Garden Days. I am privileged
VR 100 YEARS I Broom o be the mabions) spokesgerson for Garden Days 2016 will take place from June 17 to 19.
Ehis snval svent T
Mark Cudlen We invite you to start planning your 201& activities now and register them at any time.

National spokesperson
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And deliver National Garden Days


Gardens British Columbia
BC’s New Garden Tourism Development Strategy

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
ardens SURR, NATURAL BRITISH GIUMBIR

BRITISH COLUMBIA +CANADA

Z The Builchant Gandens
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We founded Gardens British Columbia, our provincial Garden Tourism Marketing Consortium


&?he Bilchant Gandens.

gardens

BRITISH COLUMBIA

From the delicate cherry blossoms and
daffodits of early spring to the magnificent
rhododendrons m Apnl and May, vibrant
sumimer perennials to the nch colowrs

of auturmn, and the tropical wonders of
indoor gardens to enioy year-round, British
Codurnibia is an incomparable destination
for garden lovers. Even the winter months
hiodd & special magic &5 awengroen sheubs

WANAIMOW S S

e

"
L1
f e S

Follow the

Garden Trail

and tress take centre stage, making the
region a horticultural paradise. With a wide
range of garden experences nchedng

1 botanical gardens, a butterfly and tropical
wildiife sanctuany, culbural gardens and

a Mational Historic Site of Canada, the
gardens featured n this guide range n size
fromn perfect gems of less than an acre to
arand estates and cverything in betwoeen

T ——-

- 3‘\.\, — l\_
|
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And we also helped found the Vancouver Island Garden Trail and now the British Columbia Garden Trail


Tofino Botanical Garden
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Ihe Butchart Gardens

The Butchart Gardens, Matlonal Historc
Site of Canada is a 55 acre privately owned
display garden. Dpen every day of the year.
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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

TOLIRISM
VICTEERIA

Z The Builchant Gandens
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We work closely with Tourism Victoria, our local Destination Marketing organization


e Most temperate climate in Canada

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

e \WestJet has named Victoria as their #1
Destination in Canada

) . Popular cruise ship destination; over 200 ships
ll peryear

» Mountains, oceans, nature, castles, gardens,
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And we help maintain our destination brand


Influence

Destination Management Plan

Champion

Partnerships

Visitor
Experience

(]
Z The Builchant Gandens
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And very importantly, help steer our Destination Management Plan


Tourism Update

e The potential market has grown 28% in two years

REFERS TO
PEOPLE WHO...

marrersineis —2 . 174 V]
Visited Victoria in . .
market size is -

past 2 years or
would visit in
next 2 years

2. 14 M
market size was .

Potential market for Victoria increased by 28% over ]

Would spent at
least $S250 per [

adult the past two years.

%gg
The Bulchant Gandens
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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

e \We are an enviable tourism destination, honoured worldwide

TRAVELERS’ Condé Nast

Sl Iraveler

#3 Top 5 Cities in Canada

#7 Best Destination in Canada #14 Friendliest City in the World
#16 Top 25 Islands in the World
#17 Top 25 Cities in the World

tripadvisor®

WORLD'S
BEST

 AWARDS -
&0 amaZoncCa
#2 Top I.sland i #1 Most Romantic City in Canada

Continental U.S./Canada
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And our quality experience keeps earning awards.

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

Thank you!


Contact Information

www.butchartgardens.com

250-652-4422
866-652-4422

To Subscribe To Our Seasonal Newsleer yors

Click here
G rou p Se er ces Information About Events, Weddings,
MICE. and Group Food Services
Phone: 250-652-4422 Fax: 250-652-3883 Eliclchere

E-mail: GroupRes@butchartgardens.com

Z The Builchant Gandens


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

2016 AMERICAN PUBLIC CARDENS ASSOCIATION ANNUAL CONFERENCE %



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.

e Sporting events - Olympic Games, COPA America, Regional Games

e Political gatherings — G7 or G20 meetings — Paris Climate Change
conference.

e |conic Annual Events — Film Festivals, Arts Festivals, Cultural Events

*} CHANGING PERSPECTIVES: PLANTING FOR THE FUTURE




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.
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Scope of the 2015 Games

e 250,000 visitors
e 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)
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TORONTO 2015 Games Footprint

SR - MEEDNTE

=7 carriamnis ]



A Public Garden with a Sporting Event?

Where is the common ground between a Botanical Garden and this
massive sporting event?

®)

Invade_60E_Rev.mp4

The Province of Ontario provided RBG with $200,000 to create a unique
Pan-American themed event for the duration of the Games.
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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.
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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
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Culinary Programs
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Music and Arts Program
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Earth Art
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Programs

 Ethnobotany of the Pan-american Region Courses
e Adventure Challenge Course
e Pond-Am Games
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ourse Route

Range Totals: Distance: 2 78 km Elev Gain/Lass: 30 m, -28.7 m Max Slope: ¥ 3%, -8.3% Aoy Slope 2 0%, -2.30%
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Ontario Celebration Zone in Toronto
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Torch Relay Visit

Great Opportunity to launch celebration and
advance promotion.
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PTorch40SecCommercial.mp4
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Outcomes

Achieved 84% of our revenue target.

2. July attendance increased over 2014 but anticipated target was
not achieved.

3. 95% Visitor satisfaction.

Legacy infrastructure obtained — Adventure Challenge Course
and mobile stage and the Panorama event brand.
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Lessons Learned

Great opportunity to engage the entire organization.

You can engage new audiences with innovative programming.
You need to cooperate with regional partners.

Local residents can be scared off by big events.

The Garden experience can be included in any tourism, sport or
cultural event.

A S
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For more information

Duncan Ross
Royal Botanical Gardens
dross@rbg.ca
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