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Context – A Garden from scratch

2012 - Master Plan 

2013 - Renaming and new logo rolled out

2014 - Announced first Capital Campaign

2015 - Opened A.R. and Marylouise Tandy 

Floral Terraces



Context

2016 - Opened Children’s Discovery 

Garden

2017 - Opened J.E. and L.E Mabee

Grange building

2018 - New major events: 

Fundraiser: Botanical

Holiday Show: Garden of Lights



Plan, plan, plan and be a part of it 

Know the stories of your project so you 

can tell and sell!



Interpretation in the design stage



Comprehensive Signage Plan
Plan beyond current project



Comprehensive Signage Plan



Comprehensive Signage Plan



Educate about your project

Find your audience  



Educate about your project

Bring them to you through programming



Engage from beginning

Incorporate key stakeholders



Market this….. 



……..when you have this



With this…



Use design elements



Use design elements



Lessons Learned 
Help visitors engage



Lessons Learned 
Help visitors experience the garden



Lessons Learned
Maximize your “new-ness”



Lessons Learned
Invest in photography, imagery



Lessons Learned
Invest in photography, imagery



Lessons Learned
Invest in photography, imagery



Lessons Learned
Invest in photography, imagery



Keep learning and growing!





Where are we?



Where are we?



A transformative gift





Construction



Countdown to 
launch day

15 days from opening 

• we get possession of 
the new garden from 
builders

5 days from opening 

• Constructor’s Wrap-up 
Party



Countdown to 
launch day

2 days from opening

• Morning - media 
“sneak peek” event & 
press release

• Evening - influencers 
event

1 day before

• Free evening for donor 
community - 3000 
attended

• TV news on-location



Results

Media event: Extensive, 

prominent coverage put us 

on the radar for 

opportunities long after 

the event.

What worked: 

• scheduling media event 

ahead of influencers

• media event two days 

before opening – gave us 

an extra day for follow up 

opportunities



Influencers 
Evening

• Offered a glass of 

prosecco, a loot bag, 

snacks and a chance 

to see it first

• Goals were to 

engage millennials 

and create 

relationships for the 

long term







What we learned

1. Remember traditional 
media – they still 
reach large 
audiences

2. Align your social 
media influencer 
guest list with who 
you are

3. Engage your 
Destination Marketing 
Organization 

4. Own the chaos and 
make it part of the 
story.



Bartholdi Park, U.S. Botanic Garden

Renovating a much-used, open public garden















1.Communicate impacts / 

outcomes to stakeholders

● Local residents

● Congressional 

staffers



















2. Coordinate and map out timing for 

interpretive items with multiple 

internal stakeholders

● Multiple stakeholders

● Everything takes longer 

than you think (reviews, 

revisions)



Interpretive Items for Bartholdi Park

● Interpretive panels

● Educational materials

● Launch / storytelling materials



Interpretive Items for Bartholdi Park

● Interpretive panels

○ How many?

○ What topics?

○ Where placed?

○ What materials?

● Educational materials

○ What gets spotlighted

○ Horticultural concerns

● Launch / storytelling materials

○ Map(s) for brochure, website, 

and signs

○ Video



















Launch time items

● Video

○ Expertise?

○ Tools?

○ Time?



Look outside your own staff

● Partner 

organization

● Volunteer

● Local student













Communication Lessons Learned

○ Communicate impacts and outcomes to local 

stakeholders

○ Coordination and Timing of interpretive / education 

items 

■ Make a timeline with what, when, and who

■ Can take much longer than expected

■ Make sure to include all internal stakeholders

○ Tip: Brainstorm with a non-communications colleague 

everything you can think of before the project even 

starts!















































MOORE & MORE 2009



BRUCE MUNRO & STORZA WOODS 2015



GAINESVILLE & NATURE CONNECTS 2015



CHIHULY & RESTAURANT 2016



CURIOUS GARDEN & SKYLINE 2017





SKYLINE GARDEN OPENING







TruTrade



LESSONS LEARNED

• Marketing Canopy Walk two 

consecutive years failed, even 

though research said it could 

happen

• Innovation is key: Canopy Walk, 

Skyline Garden, Outdoor Kitchen, 

restaurant and cutting-edge 

architecture

• Spend money to make money, 

from testing to construction to 

launch



Connect with us online!

@atlbotanical

@tulsabotanic

@uabotanicgarden

@usbotanicgarden

Thank you

Questions


